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. Fot ovet 40 yeats — The HOME OF 10EAS — Let us help YOU / 


Sheer unbeatable value for money is the reason 
why WOMAN'S WEEKLY is such a phenomenal 
success, why it is housewives’ choice everywhere ! 
it is always sincere, helpful, interesting, enter- 
taining, and the great variety of goods and services 
offered make its advertising columns the national 
shopping guide. No wonder advertisers have 
found it is by far the most profitable medium for 


selling to housewives, 


AN PUBLICATION 
PAGE RATE £500 


CHAS. £. MANDER, ADVERTISEMENT DIRECTOR, 
THE AMALGAMATED PRESS LTD., LONDON 
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Tap mass market and 
you tap the main purchasing 
wer of the nation. JOHN 
BULL’s unique national family 
coverage gives you over 44 
million of the steady, reliable, 
regular buyers who are responsible 
for every successful sales curve. 
They’re not rich families — but 
they are newly prosperous. Many 
have more than one wage earner 
and command a considerable 
total weekly income. JOHN 
BULL’s own particular power — 
unrivalled by any other publication 
—is to hold their confidence and 
and pass it on to advertisers. 


the more you need 


JOHN 


over million families 
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De-rationing Sets New Task For 
Soap Advertising 


DEMAND MUST NOW BE REGULATED 
SO THAT PRESSURE ON SUPPLIES 
DOES NOT CREATE SHORTAGE 


With the announcement that 
soap rationing will end on Sep- 
tember 10, what has come to 
be known as the soap v. soap- 
less detergent advertising war 
enters a new phase. 

So far, the detergent manufac- 
turers, who for the most part are 
soap manufacturers also, have 
sought by advertising to popular- 
ise detergents in order to bridge 
the gap between the demand for 
cleansers and the quantity of soap 
available on the ration. 

Now, the task of advertising 
will presumably be to regulate 
demand so that no shortage of 
soap is created by a rush to 
purchase when rationing ceases. 


It is estimated that soap con- 
sumption is now approximately 
80 per cent of that obtaining 
before the war. But it is also 
known that the demand for soa 
and other cleansing materia 
which, stimulated by advertising 
and by improving standards of 
hygiene, rose steeply during the 
period between the wars, has 
continued to rise despite war and 
post-war shortages. Hence syn- 
thetic detergents may already 
account for more than 20 per 
cent of total consumer purchases. 
Only when all products are freely 
available will it be possible 
accurately to assess the propor- 
tionate demand for soaps and 
synthetics, though experience in 
America, where consumer choice 
has operated without restraint for 
some years, may provide 4 
pointer. There, it is estimated, 
synthetics account fir about 30 
per cent of the market. 

For some while, however, 
production and therefore con- 
sumption, will be determined to 
some extent by availability of 


raw materials. It is estimated 
that these will be sufficient to 
enable soap manufacturers to 
meet probable demand when 
rationing stops, but, according to 
the rectnt annual report of Lever 
Bros. and Unilever, the develop- 
ment of synthetic detergents is 
still hampered by the quality of 
the basic raw material available 
from non-dollar sources and by 
shortages of certain essential 
chemicals. 

There may be a tendency for 
the demand for soapless washing 
powders to fall off, at any rate, 
temporarily, when soap can be 
freely bought. One can expect 
detergent advertising to be used 
to correct this trend, and to stress 
the fact that for certain purposes, 
and in certain areas where water 
is hard, detergents are preferable 
to soap. 

As soon as news of de-rationing 
was known on Monday, agents for 
soap advertisers got busy trying 
to ok space for September— 
a task rendered difficult by un- 
certainty about future newspaper 
sizes. 

It is known that a big campaign 
has already been planned for one 
well-known brand of household 


soap. Lever Bros. also have made 
heavy bookings for the end of 
September, though whether this 
has been done in anticipation of 
de-rationing, or with a view ‘o 
launching a new product, is a 
matter of speculation. 

The battle, as between manu- 
facturers, is almost entirely 
centred on household soaps and 
detergents; Levers almost com- 
pletely dominate the toilet soap 
field, apart from competition 
from Colgates. In the synthetic 
field, Hedleys appear to be in the 
strongest position, with Dreft very 
well established, and Tide, for 
the heavier wash, though stil 
only marketed in parts of 
England, being very heavily ad- 
vertised and becoming increas- 
ingly popular. Other leading sya- 
thetics are, of course, Wisk 
(Levers) and Fab (Colgate). 


“Star” Sales Up 

The Star announces an average 
net sale during June of 1,246,783 
copies. For the period January- 
June sales totalled 1,228,403 
copies per issue. 


“Express” Announces 


New Record 

The Daily Express announced 
on Tuesday an average sale of 
4,192,650 copies during June, an 
increase of 45,777 copies daily 
above the previous record figure 
set up in May. It was claimed that 
daily sales had increased by 
139,200 since the start of the year. 


expected to announce its 
decision on sizes of news- 
papers for the immediate 
future. 

July 


tained. change in paging 
would therefore mean smaller, 
not larger newspapers. 

Certain newsprint pur- 
chases from Canada have 
been authorised, but it re- 
mains to be seen whether 
deliveries can be obtained in 
time to maintain stocks at 


Vicious Circle 
From the current issue of the 


National Chamber of Trade 
Journal: 
Think it Over 


Less Advertising: Less Buying 
Less Buying: Less Selling 
Less Selling: Less Making 
Less Making: Less Earning 
Less Earning: Less Buying 


PAPERS MAY BE 
SMALLER STILL 
Within the next few days 
the Newsprint Supply Co. is 3: 
he 
been operating on a six-page 
Although the nature of the 
decision cannot be forecast, 
| | 
that there is no certainty of 
a the six-page basis being main- H Pe 
¥ 
Cleanser Demand Is _ 
Still Rising 
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“Come To Britain” Publicity To Cost 
More Than £600,000 


MANY “FOLLOW-UP” ADS. EXPECTED 


Overseas publicity and adver- 
tising by the British Travel and 
Holidays Association for the 
1950-51 season will probably 
involve spending more than 
£600,000--an increase on last 
year-—principally in newspaper 
and magazine advertisements in 
Canada and Latin- 
America The scheme aims to 
achieve even better results than 
last year, when, after an expendi- 


Some to 


IN AUGUST, SEPTEMBER ORK OCTOBER 


This advertisement is appearing 
in’ American newspapers, and 


cerries the line ‘Come to 
Britain in August, September or 
October,” to draw traffic away 


from pe ak 
features a 
panel 


periods, and atso 
Siens of Welcome 

linking attractions with 
well Anown inn signs 


ture of about $400,000 in adver 
tising in the U.S.A., the tourist 
trade from that country was 
worth more than $75 million 
Broadly speaking. B.T.HLA 
advertising and publicity aims to 
tackle three main problems: to 
sell the country” as an entity 
without getting too closely 
enmeshed with single attractions 
such as the Festival of Britain: to 
spread the influx of visitors away 
from the peak holiday period; ani 
to encourage dollar visitors in 
particular to patronise the British 
retail trade 
This year the appropriation is 
being increased, partly to combat 


harder competition from 
Germany, Japan, France and the 
rest of Europe, all countries 


which need dollars, also because 
of the reduced purchasing power 
of the £ through devaluation 
The campaign will form the basis 
for a great deal of “follow-up” 
advertising, probably in. similar 
media, by British travel agents 
hotels, and air, sea. rail and road 
transport services 

The campaign will feature the 


ACT NOW’ YOU CAN BOOK 
FOR LATE SUMMER On 


Festival of Britain, but not exten- 
sively, and not until it is too late 
to interfere with this year's late 
summer tourist trade. Advertise 
ments appearing in American 
magazines next month will 
contain small “boxes” headlined 
“Plan now for next year ; 
These will refer to the Festival, 
and will become more prominent 
as time progresses 


In the U.S.A., advertisements 


So many Sighs of 
on your wide 


i 
will appear each month until next 
March, except December, in 
newspapers published in New 
York, Boston, Chicago, Phila 
delphia, Los Angeles, San 
Francisco, Washington 
Houston, Detroit Cleveland 
Kansas City, Des Moines, Omaha 
Minneapolis, and Milwaukee 
Usually the two principal news 
papers in each city will be used 
and Sunday newspapers will be 
favoured, partly because they 
ire read more closely, and 
because more often they carry 
travel sections, and attract sup 
porting advertisements from local 
travel agents. Magazine adver 
tising will include Time, New 
Yorker, Life, Holiday, National 
Geographic, Vogue, and regular 
messages to the travel trade 
through its trade Press. Magazine 
sdvertisements will appear more 
Continued on page 102) 
“No Concessions” To 

Newspaper Society 

The reply of Mr. Harvey 
Rhodes, Parliamentary Secretary 
to the Board of Trade, who met 
i deputation from the Newspaper 
Society last Thursday to discuss 
newsprint for provincial daily and 
weekly newspapers, was that, 
while expressing himself very 
sympathetic towards weekly news 
papers. he found himself, in the 
present supply and stock position, 
unable to make any concessions 


1951 CONFERENCE 


Publicity And Social 
Committees Named 


Membership of two further sub 
committees of the Internationa! 
Advertising Conference (Britain) 
1951 has been completed, states 
the Advertising Association 
Details are 

Social Entertainment 
Needham (chairman), 
Gordon Boggon, Roy Clark, John 
Coope, George Burnside, A 
Robertson Macdonald, Stuart 
Mander, George Royds 

Publicity—Ceci| Notley (chair 
man), R. B. Browne, R 
Casson, H. W. Craddock, L. € 
Hidden, Clifford Martin 


Programme For 
Visiting P.R.O.s 


Possibility of arranging a pro- 
gramme in the carly part of the 
Festival of Britain for notable 
P.R.O.s visiting this country from 
abroad, is to be investigated by a 
committee set up by the Council 
of the Institute of Public Rela 
tions 

The committee 


comprises 


Fife-Clark (C.O.1), chairman; 
A. A. McLoughlin (Middlesex 
County Council) Alan Hess 
(Austin Motor Co. Lid), A. K 


Vint (Hastings Corporation), F. I 
Stevens (Federation of British 
Industries) 


C. & E Layton Ltd. have 
issued a folded sheet designed 
to help in answering the question 
embodied in its title, Llectro or 
Stereo” Eight illustrations show 
results to be obtained with 
various plates 
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Independent Betro 
Justified, Says 


Gamage 

British industry will welcome 
the decision of the council of the 
British Export Trade Research 
Organisation and its new director- 
general, Mr. Roger Falk, that 
Betro should stand on its own 
feet without Government assist 
ance, said Mr. Leslie Gamage, 
chairman, at Betro’s annual mect 
ing last Thursday. 

Mr. Gamage (who is vice 
chairman and managing director. 
General Electric Co.) said that 
Mr. Falk's appointment had 
relieved the Council and ins 
commuttees of a large amount of 
executive work Thanks to his 
enthusiasm it had been possible 
to secure a concordat with the 
Federation of British Industries, 
in conjunction with whom every 
thing possible was being done to 
assist the dollar drive 

It was intended, said the chair- 
man, to bring to this country 
from time to time Betro men who 
understood the Canadian and U.S 
markets from the point of view 
of market research, so that they 
could meet leaders of industry 
here 

The Betro accounts for the year 
ended March 31, 1950. showed 
an excess of exnenditure over 
income of £9,555, from which 
could be deducted adjustments 
of Government — grants-in-aid 
relating to previous years of 
£3,699, leaving £5,856 to be met 
by transfer from founder 
members’ subscription reserve 


AD.-MAN’S IDEA 
A guide to help women decide 
on colour when they buy nylons 
has been produced by L & R 
Morley Ltd. from an idea sug 
gested by Mr. H. N. Packard 
advertising Manager 


DISPLAY THAT GLOWS IN THE DARK 


The Yardley three-dimensional 
outdoor display on the Rectory 
site at St. James's Church, Picca 
dilly, London, has now been re 
installed after treatment with 
fluorescent paint which, when 
activated by ultra-violet rays in 
dusk or dark, gives off an intense 
glow and creates 
an impression of 
being lit from 
within 

The accompany 
ing illustration 
shows the display 
during the daytim 
In the dusk or dark 
the invisible rays 
emanate from 
battery of  cight 
lamps and = each 
leaf and petal and 
word glows brightly 
in-its own colour 
Already the display 
has caused much 
atté@ntion fron 
passers-by 

It was produced 
for Yardley by 


Mr. ¢ Angus Angrave in 
co-operation, for activation, with 
U. V. Beams Ltd The re-styled 
frame and surrounds were erected 
from a model designed by Mr 
A. Carter by More O'Ferrall Ltd 
Outdoor publicity agents for 
Yardley ate Wide Publicity Ltd 
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Overtime Ban Goes On, But “Informal 
Talks” With Master 


Printers Begin 


L.S.C. CONFERENCE BACKS EXECUTIVE WITH 
ONLY TWO DISSENTIENTS 


Although the embargo on 
overtime imposed by,the London 
Society of ¢ ompositors is to 
continue for the time being, 
there is at least a possibility that 
it may be lifted following in- 
formal conversations between the 
L.S.C. and the London Master 
Printers Association, which began 
on Tuesday. It is understood that 
the Executives of the L.S.C, is to 
meet on this matter very soon 

At the special delegate confer- 
ence of the L.S.C. in London last 
Thursday the Executive Was 
instructed to approach the Master 
Printers with a view to such talks 

A resolution, carried with only 
two dissentients out of 3,000 dele 
gates at the conference, instructed 
the Executive to maintain the 
embargo until assurances were 
forthcoming that negotiations be- 
tween the London Master Printers 
Association and the Society “will 
be outside any proposed wages 
structure, will be based on the 
merits of the case, and will not 
in any way be conditional by 


threats, real or implied, which 
may emanate from other trade 
unions.” 

It continued: “In order that 


the basis of negotiation may be 
clearly defined, Conference jn 
structs the Executive to seek in 
formal talks with the Londen 
Master Printers Association and 
empowers the Committee, follow- 
ing such talks, to lift the embargo 
on overtime, either prior 
formal negotiations being fc- 
sumed. during the course of these 
negotiations, or on the comple- 
tion of the negotiations, shouid 
the Committee feel that the terms 
are such as would be acceptable 
to the Society.” 

It was also agreed that a levy 
of one shilling an hour should be 
paid on all overtime worked by 
members in non-federated houses 


More Waste Paper 
Would Solve Crisis 
In Packaging 


Shortage of packaging 
materials is causing se deus con- 
cern to manufacturers throughout 
the country, according to the 
Waste Paper Recovery Associa 
tion. The Association comments 

Demand has already out 
stripped the normal supply of 
waste pacer by many hundreds 
of tons cach week. and stocks 
have dwindled alarmingly, to four 
weeks supply. Commercial houses 
who permit waste paper to be 


destroyed jeopardise their future 
supplies of 
materials.” 


new packaging 


and in newspaper offices, so long 
as the embargo continues, to en- 
able a compensatory payment to 
be made to those involved in the 
embargo 

Steps have been taken by the 
L.S.C.. since the conférence, to 
make the embargo more effective 
Publishers who have been minim- 
ising their production problems 
by having sections of ther 
journals completely printed out- 
side London have learned that 
this will no longer be possible. 
as L.S.C. members will no longe: 
handle any journals unless these 
are composed in their entirety by 
the members of one works chapel 


| Paper Up £12 Ton 


With the ending of price con- 
trol on July 3, the price of wood- 
free super - calendered and 
machine-finished pure printing 
used for many periodicals, bro- 
chures, and leaflets-has gone up 
by about £12 per ton 

Mills making this type of paper 
consider that the increase is fully 
justified owing to the rise in cost 
of raw materials over the past 
months. 


Bradford Agency 
Admitted To LL.P.A. 


Bennett, Williams (Advertising) 
Bradford, have been ad- 
mitted as registered practitioners 
by the Institute of Incorporated 
Practitioners in Advertising! and 
C. P. Wakefield London, 
previously registered, are now 
mecorporated members 


Biro Appeal : 


The Court of Appeal on Friday 
reserved judgment on the appeals 
from the decision of Mr. Justice 
Jones in the King’s Bench Divi- 
sion awarding £17,966 12s. 6d 
damages in an action for alleged 
breach of contract concerning ad- 
vertising and publicity in respect 
of the Biro pen 

The award was made in favour 


of International Publicity and 
Advertising Ltd. Half Moon 
Street, Piccadilly, W., known as 


L.P.A.. and Mr. Christopher E. W. 
Mackintosh, chairman of direc 
tors 

The judge had found that there 


Judgment Reserved 


had been a breach of contract 
by the defendants Sir Henry Lunn 
Ltd., travel agents and sellers and 
distributors of the Biro pen, and 
awarded plaintiffs £12,966 12s. 6d 
damages against them; and that 
the breach had been procured by 
the defendant Mr. Richard Coit, 
vice-chairman of the board of 
directors of the Miles Martin Pen 


Co., Ltd., and of Lunn’s against 
whom he awarded £5,000 
damages. 


The plaintiffs appealed on the 
ground that the damages were not 
enough. Lunn’s and Mr. Coit ap- 
pealed on the ground of liability 


ADVERTISER'S WEEKLY 


Part of the display of pictures by 


ex-students of the L.C.C. School 
of Photo-Engraving and Litho- 
graphy, all of whom are ex 
servicemen, now on show at the 


Falcon Tavern, Gough Square, 
ECA Adjusting a picture is 
J. A. Walsh, of West One 


Studios Ltd 


‘House And Garden’ 
To Be Monthly 


The Condé Nast magazine, 
House and Garden, is to become 
a monthly as from the February 
1951 issue 

House and Garden first ap- 
peared in the Spring of 1947 as a 
quarterly. In 1949 it was decided 
to publish it six times a year. In 
creasing demand is behind the 
latest decision 


Sidney-Barton Ltd. have pro- 
duced a four-page brochure 
explaining the functions of public 
and works relations, and outlin- 
ing the careers of Mr. Sidney T 

R. B 


Garland, chairman, Mr 
Williams- Thompson, managing 
director, and Miss Jennifer Ellis 
director 


Brabazon, In Lords, Says Press Opposes Sponsored 
Television: Points To Ad. Revenue Position 


The B.B.C., the Post Office, 
the Treasury, and the Press are 
the main opponents of sponsored 
television, it was alleged by 
Lord Brabazon of Tara, in a 
spirited advocacy of sponsored 
television which he launched in 


the House of Lords last Thurs- 
day 
From the B.B.C.’s point of 


view, he said, it would. be dread- 
ful if they had a rival on the air 
The Post Office, “who are, of 
course, the engineering side at 
the back of this.” would be loth 
to see any radiation, either in 
television 
not entirely theirs 
was the Treasury 
our money.” 

But over and above this, we 
have to remember our dear, be- 
loved Press,” 
Brabazon “Nobody is 
against 


Then 
“which steals 


or sound, which was 
there 


continued Lord 
more 

ynsored programmes 
than are the Press, and you must 


see their point of view. There 
is a certain amount of money in 
the world for advertising, and if 
it goes on to television there is 
less for the newspapers 

“Consequently they have very 
definite views about sponsored 
programmes, When in England 
you get the B.B.C., the Govern- 
ment, and the Press united 
against you, you have an uphill 
fight.” 

Two suggestions put forward 
by Lord Brabazon were: that 
firms should be allowed to spon- 
sor television broadcasts at times 
when the B.B.C. was not tele- 
casting; and that “great firms 
like Guinness’s Pills or Ford's 
Toothpaste” should be allowed 
to sponsor the televising of sports 
events for which the B.B.C. could 
not afford to pay.” 

Lord Balfour of Inchrye be- 
lieved that research into the 
development of television, and 
the capital expenditure for put- 


ting it across to the public, were 
beyond the capacity of the 
B.B.C. Would it not be possible, 
he wondered, to raise that addi 
tional revenue by sponsored pro- 
grammes? 

Lord Foley drew attention to 
the difference between commer- 
cial programmes, in which a firm 
bought time and could say what 
they liked, and sponsored pro- 
grammes in which they paid for 
the time but only had the right 
to have 


their name appear at 
the beginning and end. The 
former, he contended, led to a 


lot of boring advertising which 
was not in keeping with the re- 
quirements of British life 

The Earl of Lucan, replying 
for the Government, said the 
question of sponsored broad 
casts was within the terms of 
reference of the Beveridge 


Committee and it would be out 
of the question to pre-judge this 
important issue 
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Executives Of * Builder ” ile Canada, 
Report On Market For 
Building Materials 


Details of a survey of the 
market in Canada for British 
building materials, carried out 
in a personal tour for The 
Builder by Mr. lan M. Leslie, 
editor, and Mr. John B. Perks, 
executive director, were revealed 
at a luncheon at the Savoy Hotel, 
London, last week. 

This is believed to be the first 
occasion on which a British trade 


“Technical Press A 
Primary Part Of 


Industry” 


“The trade and technical 
Press has potentially a very 
valuable part to play in the 
promotion of the things that 
count._the things that really 
are important in trade— 
whether it be in advising 
higher productivity or en- 
couraging exports to America 
or in any other direction. 

“There are, however, a 
good many trade journals 
doing just as good a job as 
will just retain their income 
from advertising and nothing 
else 


**The technical Press ought 
to regard itself as a primary 
part of the industry which it 
serves, a part of that industry 
identified with it, served by 
it, serving it, and ‘The Build- 
er’ has demonstrated that it 
believes in this principle.” 

Sir NORMAN KIPPING, 
F.B.1. director-general, at 
The Builder luncheon. 


journal has made such a survey, 
and at the luncheon congratula- 
tions were paid to The Builder by 
Mr. Arthur Bottomley, M_P., 
Secretary for Overseas Trade, Mr 
Percival Huffman, president, 
Canadian Chamber of Com- 


merce, Mr. R. R. Stokes, MIP., 
Minister of Works, and Sir 
Norman  Kipping, director - 
general, Federation of British 
Industries. 

A report on the survey is pub- 
lished in the current issue of The 
Builder, which is a special Cana- 
dian number. It makes several re- 
commendations, among them that 
a co-operative selling organisation 
for British building materials 
should be set up in Canada, and 
that a Building Centre should be 
established (probably at Toronto) 
which would act as a display and 
selling centre. 

One of the facts discovered by 
Mr. Leslie and Mr. Perks during 
their tour which lasted three weeks, 
was that there is not one trade 
journal which serves the entire 
building industry in Canada. 
The Builder, therefore, is seeking 
to expand its sale there, and is 
sending about 3,000 copies of the 
issue, with a specially designed 
cover (which departs from the 
tradition of more than 40 years). 
to architects, contractors and 
builders in that Dominion. The 
Builder is following this up with a 
direct mail advertising campaign. 
aimed at securing permanent sub- 
scriptions. 

Mr. Perks and Mr. Leslie told 
Apvertiser's that in 
their tour they investigated the 
problem of advertising building 
materials in Canada. and found 
it quite complex. They empha- 
sized that advertising must come 
after a complete merchandising 
and post-sales service had been 
established, and after the 
customers had been convinced 
that the British manufacturer was 
not in the market merely for the 
period of the dollar shortage 

They recommend approaching 
Canada as five separate markets, 
British Columbia and Alberta; 
Saskatchewan and Manitoba; 
Ontario; Quebec; and the Mari- 
times, and if necessary appointing 
different advertising agents in 
each. For this there were several 
reasons: each market offered a 


H. A. Cox (standing), chairman, 


luncheon at the Savoy last week 


welcoming guests at “The Builder” 


d4iso in the picture are, left to 


right: Sir Norman Kipping. director-general, Federation of British 


Industries; lan M. Leslie, editor 


The Builder’; R. R. Stokes, Minister 


of Works; Arthur Bottomley, Secretary for Overseas Trade; John 


B. Perks, executive d 


rector, “The Builder.” 


THE BUILDER 


This front cover for “The 
Builder,” which departs from the 
tradition of 40 years, appeared on 
that part of the issue sent to 
Canada, with the normal front 
cover, containing advertisements, 
inside. On the back appeared a 
three-colour advertisement from 
Canadian manufacturer. 


different sales problem, and ad- 
vertising copy which would suit 
one area would be inappropriate 
in at least two of the others; 
there was the bi-lingual problem, 
not in existence in all areas; and 
the vast distances involved de- 
minded not only separate distri- 
bution arrangements for pro- 
ducts, but also advertising copy 
for journals. 

The Canadian business papers, 
they found, confined their distri- 
bution more or less within these 
areas, and none devoted them- 
selves exclusively to builders’ 
interests. 
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OUTDOOR AD. 


FEDERATION: 


INFORMAL MEETING 

Mr. H. A. Hawkes, president of 
the Master Sign Makers’ Associa- 
tion, presided at an informal 
meeting in London on Tuesday 
to discuss the possibility of form- 
ing an Outdoor Advertising 
Federation. 

Those present (in an individual 
capacity and not formally repre- 
senting their associations) were 
Messrs. Basil Sheidon, A. A. 
Leopoid, G. L. McLellan, H. J. 
Pearce, A. M. Lyons, K.C., 
Martin Pick, J. Dorrington, G. S. 
Campbell, T. Allam, Howard 
Cook, Drummond Armstron 
David Abrahams, E. Shurly, C. 
Hobden, H. H. Mallatratt and 


Mr. D.C. Mallam, director of 
the Federation of Associations of 
Specialists and Sub-contractors, 
described the working of his 
Federation. 


Special Area 


Agreement 

It is understood that comolete 
agreement has been reached be- 
tween the Outdoor Advertising 
Industry Advisory Committee and 
Blackburn Corporation in regard 
to the latter’s proposal for special 
control. 

A public inquiry had been 
fixed for July 25, but in view of 
this development, the question as 
to whether it will be held is 
under consideration. 


Barrow Applies 


An application has been made 
by Barrow-in-Furness County 
Borough Council that “an area 
situated within the County 
Borough” should be regarded as 
a “special area.” 


Pharmaceutical Society Defines 
Its Dispensing Ad. Policy 


The attitude of the Statutory 
Committee of the Pharmaceutical 
Society towards the advertising of 
dispensing services was defined 
last week at the adjourned hear- 
ing of a case in which the Council 
of the Society had complained 
that three associated companies 
of a firm had published advertise- 
ments relating to such services 

As reported by the Pharmaceu- 
tical Journal Uuly & issue) the 
Committee were not prepared to 
say that it is unprofessional con- 
duct for a pharmacist to issue a 
“dignified advertisement” stating 
that he is a dispensing chemist 
practising at a certain address be- 
tween certain hours and on cer- 
tain days 

With this exception, the Com- 
mittee were of the opinion that 
it is misconduct within the mean- 
ing of the Act for a pharmacist 
to advertise his dispensing ser- 
vices otherwise than by describ- 
ing himself as a dispensing 


chemist in or outside his premises 
or on his bill-heads or by exhibit- 
ing at or outside his premises a 
notice that dispensing is carried 
on there. 

The Committee also think that 
in future it should be considered 
undesirable that an advertisement 
should state that the services are 
being provided at the request of 
the National Health Service 
Executive Council. 

With regard to an advertise- 
ment showing a chemist dispens- 
ing. the Committee considered 
that this was not consistent witn 
proper professional conduct. 


Business Press Bureau Ltd. 
have produced for Gilbey’s Lon- 
don Dry Gin. a six-leaf throw- 
away, folded  concertina-wise. 
Shaped like a gin bottle, each leaf, 
except the covers, carries an 
Te rhyme about a particular 
cocktail. 
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Experiment In 
Controlled 
Distribution 
Norwich Report 
Shows Higher Sales 


The Periodical ietors 
Association has this week issued 
an interim report on the con- 
trolled distribution experiment 
conducted at Norwich, the object 
of which was “to test a system of 
redistribution of publications 
during the selling period and re- 
cording of sales and unsolds as a 
means of obtaining maximum 
availability with minimum un- 
solds.” 

Fifty-four newsagents co- 
operated in the experiment, which 
covered a period of 17 weeks 
from October 31, 1949. 

The ideal at which the system 
aims, states the P.P.A., is that the 
last copy of a publication should 
be sold late on the last day of 
sale by each agent. In all groups 
the unsolds were close to one per 
agent on the average, but the 
percentage was naturally higher 
in the case of journals with 
smaller sales. Agents participat- 
- were permitted to send back 
li unsold copies without loss. 

Results were as follows: 

Group A (5 weeklies each sell- 
ing over 1,080 copies per issue}— 
Total average increase over Octo- 
ber 29 net sale, 978 copies per 
week, or 9-8 per cent. Average 
unsolds, 4 per cent. 

Group B (3 weeklies selling 
400-1,080 copies per issue}— 
Total average increase over 
October 29, 352 copies per week, 
or 21-5 per cent. Average unsolds, 
6-9 per cent. 

Group C (4 weeklies selling 
under 400 copies per issue)—Tota! 
average increase over October 29, 
112 copies, or 15-8 per cent. 
Average unsolds, 16-2 per cent. 

Group D (10 monthlies selling 
105-950 copies per issue}—Total 
average increase over month prior 
to experiment, 1,104 copies per 
month, or 32-7 per cent. Average 
unsolds, 9-7 per cent. 

Results of the Norwich experi- 
ment produced, it is stated, in- 
teresting data which have helped 
in determining the method of 
running the third and largest ex- 
periment in Exeter. In this, one 
of the main problems being 
tackled is a modification neces- 
sarv to keen the smaller selling 
publications’ unsolds at an accept- 
able level. The second experi- 
ment, at Carlisle, has been com- 
pleted. but the report is not yet 
available. 


British Cellophane Lid. are 
producing a series of booklets 
designed for customer use on the 
use of regenerated cellulose film. 
The packaging of metal, fading 
of printing ink, and wrapping of 
dates, sweets, and table jellies are 
among the subjects. 


Queen Juliana Honours J. H. Brebner 


Queen Juliana of the Nether- 
lands, has conferred on J. H. 

pu 
relations and 
pu dlicity 
Bni- 


Mr. Brebner has also received 
the American Medal of Freedom 
with Palms from the United 
States and the Médaille d'Argent 
de Reconnaissance Francaise 
from the French Government, 
for services rendered during the 
war. 


An O.BE., Mr. Brebner has 
now received decoration from 
four countries. 


1. C. Stamp has been appointed 
the first advertising manager for 
Procea Products Lid. Mr. Stamp 
joined Procea two years ago, and 
after six months in the bakery 
service department, became senior 
advertising assistant. 

* > 


A. Pratt has rejoined the 
London office of Milling and its 
associated publications as adver- 
tisement manager. This office is 


now at 17, Pack Avemme, 
Harrow 


* * 

Sir Robert will be 
nominated as chairman of the 
joint industrial council of the 

inting and allied trades at the 

-LC. annual meeting on July 19 
at Southport. 


Appointed circulation manager 
British Medical Associa- 
tion’s forthcoming popular shil- 
ling monthly magazine, Family 
Doctor, is Roland H. -Green, 
formerly space buyer and sales 
executive with George 
ewnes Lid. Mr. Green was for 
a short time at the Advertising 
Association as personal assistant 
to the then director, Mr. J. L. 
Henderson, after which he re- 
turned to Cambridge to obtain his 
law degree, his studies for which 
had been interrupted by the war, 
and service in S.E. Asia. He then 
joined Condé Nast's advertising 
department before going to 
Newnes. (See also page Da 


News and Sketch Lid., has been 
appointed to the board of 
cliher, Hudson & Kearns Ltd., 
the company in which the 
Illustrated London News recently 
a interest. 


c. 8. j retired as 
sales manager —y 
Corporation joined 
Corporation in 1926 as manager 
of the printing department and 
jn 1931 became assistant sales 

manager. 

He is succeeded by G. L. 
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[E. Harold Goodman, 
A. C. S. Baker Retire 


A.R. Alexander Named 
Keliher Director 


I. C. Stamp Is Procea 
Advertising Manager 


Peter Sieber, formerly senior 
copywriter with Brockic, Haslam 


E. H. Goodman 


the 
American Oi] Company, subse- 
quently going to Avon as adver- 
tising in 1931. 

Mr. Goodman is a founder 
m. ber, vice-president, and 
Fe w, Incorporated Advertising 
Managers’ Association; Fellow, 


CLUB NEWS 


Higher Subscriptions 
At Aldwye 


Gratification at the financial 
recovery of the Aldwych Club 
during the past year was ex- 
pressed at the annual meeting on 
Monday, when the increase in 
subscription from six to eight 
guineas was unanimously ap- 


rney, chairman, 
outlined plans by which the Club 
would ler hospitality to over- 
seas visitors during Festival cf 
Britain year, and Mr. Howard 
Potter was appointed 


* tive on the Internatio 


tising Conference Reception 
Committee. 

Mr. Barney also 
bers for their gifts that had 


enabled the amenities as the Club 
to be so much i moet 

The Aldwych Club closes from 
the evening of July 28 until the 
morning of Monday, of Monday, August 14, 


Everett ett Wins Reg 
Curtice Cup 


Despite a rainy start, the full 
programme of the Fleet Street 
Column Club golf summer meet- 
ing was completed at Hendon 
Golf Club last Thursday. Results: 

Morning: Reg. Curtice Cup—R. 
Everett (72). Runner-up: H. 
Dawson Salmon, who won on his 
score for the last nine holes after 
a tie at 76 with Claud Dickins 
and 

Afternoon: Four-ball against 
bogey—R. Everett and G. Le 
Fevre (6 up). Runners-up: lan 

nd Cla Dickins 


to 
the captaincy of the golf circle on 
the return to Australia of L. D 
Husband. Arrangements were 
made by Don Gooch, the hon. 
secretary. 


MANCHESTER JUNIORS 

Two parties of junior members 
of Manchester Publicity Associa- 
tion visited Norbury Printers Lid., 
at Old Trafford, Manchester, on 
Monday and Tuesday last week. 

Questions on blockmaking, 
printing and media, based on the 
“Production Quiz” series in 
Apvertiser’s recently, 
— included in an advertising 
= at the International Club on 

evening last week. 

was Miss — 

Ward, chairman of 
Section Committee. 
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port Com- & Co., has been appointed direc- 
mission, the tor of Graphis Press Ltd. He 
eco ration will be chiefly concerned with 
the production of sales literature 
a Nassau in E. Harold Goodman has re- ai 
cognition tired from the position of adver- 
of the ser- tising manager, Avon India 
to the Netherlands’ cause during cS has held Bi 
the war for nearly 
twenty years. 
whom he 

coming 
A. R. Alexander, general Vertising 

* * a d vertising 

| 
Association; and Fellow, Royal 
Society of Arts. 
(See Mainly Personal, page 96) . 
Prizes were presented by Frank 
pre 
after a te with H. Dawson 
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CONVENTION COMMENTARY 


' What Advertisers Ask 
From The Press 


HIS week's Convention-in-Print session on the relationship 

between advertisers and the Press warrants study by pub- 

lishers, not only because it canalises criticism into several 
significant channels, but because it reveals an attitude of mind 
that vendors of space would be unwise to ignore 

Advertisers and agents, it is clear, think the Press could do more 
to help them, and, with some reservations, publisher members of 
the panel agree. What precisely do advertisers want? «This is 
what they say: 

Facilities to run short, concentrated newspaper campaigns, and 
a guaranteed minimum of insertions over a given period. Here, 
unfortunately, publishers can reply “All very well, but we cannot 
guarantee anything of the kind unless we know far enough in 
advance what our permitted sizes are going to be.” 

Greater standardisation of column widths. Desirability of shis 
is obvious, and Mr. Faux’s suggestion that it should be considered 
by the N.P.A. ought to be followed up 

More newspaper publicity for the advertising business. That this 
point, so strongly stressed in the opening session, should have 
cropped up again, provides additional evidence of the widely 
held conviction that the Press, which lives by advertising, should 
do more to support it. Major Kark indicated one way when he 
suggested that the Press could do a great deal to make the public 
more brand conscious 


Later copy dates for magazines, especially for colow. Again, 
highly desirable, but magazine publishers can retort, like news 
paper publishers, that they are. not masters of the situation 
Shortage of labour in the printing and process engraving indus 
tries, especially the latter, creates a bottleneck to the consequences 
of which copy dates must conform 

More information about coverage On this point members of 
the panel are insistent and unanimous, with the publishers 
agreeing in principle, even while they explain the reasons for 
apparent reluctance to do more. The views expressed, particularly 
by Mr. Browne and Mr. Notley, as agents, and by Mr. Rose, as 
spokesman for the [.A.M.A. technical advertising committee, 
strongly reinforce all that has been said by contributors to 
ADVERTISER'S WEEKLY during the past year or so. This is certainly 
a matter to which publishers, especially in the trade and technical 
field, will have to give increasingly serious consideration 

All these explicit demands, whether or not it is practicable 
to meet them under present circumstances, are important, but what 
is far more so, as suggested above, is the attitude of mind they 
reflect. “In my opinion the Press has done nothing yet to help 


AL MAGAZINE CO. LTD 


28/30 GROSVENOR GARDENS. $ 
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advertisers at all, declares Mr. Notley. He exaggerates to ram 
home his point, for that is his way, but he is not talking through 
his hat, and he is not talking for himself alone. Many buyers of 
advertising feel, rightly or wrongly, that the Press, which remains 
essential to them as a medium, has been “top dog™—as vendor of 
a scarce commodity—too long. Consequently they tend to be 
critical and a little resentful. They are very worried, for instance, 
about rates—-a subject not discussed at the Convention for lack of 
time, but which was very much in the background of everybody's 
mind—and (because the reasons have not been adequately 
explained to them) they find it hard to understand why the burden 
of soaring newsprint and other newspaper costs should not be 
shared by the public by means of higher prices for newspapers 

We mention this only because it has a bearing on the one broad 
conclusion that arises from this session. Advertisers ask a number 
of things from the Press, some reasonable, others hard or even 
impossible to give, but what they feel most to be lacking is suffi- 
cient understanding, either of their problems as advertisers, 
or of the contribution they, as advertisers, make to the economic 
life of the community. That this should be so indicates need for 
a closer liaison, at an organisational level, between buyers and 
sellers of advertising. [t suggests, too, that newspaper and maga- 
zine publishers might be well-advised to cherish, by practical 
concession where possible, by conciliation and explanation where 
demands cannot be conceded, the advertiser goodwill that may 
not mean so much to them now, but that will represent, when 
more normal conditions return, an asset of priceless value. 


Masculine Complacency 


Shattered 


DVERTISING can be used to sell ideas, and it should be used 

to sell ideas agreed to be good. So far, members of the session 
on “Advertising as a Public Relations Weapon” are unanimous, 
though agreement on the second point rather begs the question 
of what ideas are good and what are bad. To assume that only 
those ideas should be advertised that would be acceptable to a 
representative gathering of business men and women is to take 
rather much for granted. + 

Where a very interesting difference of opinion does arise is 
on a question of method. Should advertising designed to influence 
opinion appeal to the intellect or to the emotions? To the intellect, 
says Mr. Rogerson, who has considerable experience. When 
emotions are involved, the reaction may be the reverse of that 
hoped for, warns Mr. Pitman. The case for the rational approach 
seems conclusive untl Mrs. Gowing shatters masculine compla- 
cency by reminding previous speakers that over half the population 
of this country consists of wemen, and asserting that there ts a 
fundamental difference between men and women in their approach 
to life and therefore in their reaction to advertising. “If you do 
not get a woman emotionally on your side’, declares Mrs. Gowing, 
“she 1s lost to you” 

If (despite Mr. Worledge, who refuses to admit that woman 
is a “stereotyped product”) one accepts Mrs. Gowing’s point of 
view, the answer may well be that the advertising of ideas should 
vary its technique according to the sex of its audience 

But Mr. Rogerson probably hits the nail on the head when he 
observes that if there is to be any effective use of advertising 
to propagate ideas there must be a reorientation of thought as 
well as an infusion of fresh blood in the advertising business. 
What it amounts to is that public relations advertising in this 
country ts in its infancy, and we yet have to learn how best to set 
about it 
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A few of the Features from a recent issue : 


THE SCHUMAN PLAN 


Christopher Hollis, M.P. 


THE 1900 CLUB 


Sir Charles Petrie 


FASHIONS FOR THE TENNIS COURT 


Coral Craig 


FATHERCRAFT AT THE ZOO 


Craven Hill 


THE TRUTH ABOUT MRS. FITZHERBERT 


* Sir Shane Leslie 


POEM 


By Lord Dunsany 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR ~- 114 FLEET STREET - €.C€.4 
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Holidays 


Holidays are very much a family affair and the Sunday Pictorial is very much a family ~~ 
paper. J. B. Brooks and Company, the makers of the famous ANTLER travel goods, 

are reaping the benefit, therefore, from the advertisements placed for them in the 

Sunday Pictorial by Elliott Advertising Ltd., Birmingham, 

For the Sunday Pictorial has a sale of more than 5,000,000 every week and goes into 


millions of homes all over the country, Moreover, it is read by the entire family— 


Mother, Father and Children, too, 


Sunday 
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The Chairman: We have a wide field to 
deal with, covering both newspapers and 
magazines and the trade and technical 
Press. Our first question is: 


What more can the Press do, both now, 
within current limitations, and in future, to 
enable advertisers to use it more effectively? 


I am going to ask as many of you as care 
to do so to give a short answer to this before 
we go on to discuss the subsequent 
quegtions that arise from it. 

Mr. W. Faux: Newspapers can definitely 
help advertisers by giving them advice on 
what Lord Northcliffe, in the old days, used 
to call “bludgeon” advertising. That type 


of advertisement was, in his eye, a very 
outstanding and bold one. His objection to 
bludgeon advertisements then was that 
they killed the editorial interest, but [ think 
that in these days we could give a lead to 
advertisers, and restrict excessive and un- 
necessary boldness of display in large 
advertisements, because it is not fair in these 
days to allow one advertiser to have too 
great a predominance over other advertisers 
who have to take smaller spaces. 

Mr. C. D. Notley: I should like the 
Press to be able to meet the wishes of 
advertisers by helping them to run short 
concentrated campaigns in the newspapers. 
Such campaigns are becoming rather 


L. P. Scott, Chairman, Manchester, Guardian & Evening News Ltd. 

W. Faux, Advertisement Director, Associated Newspapers Ltd. 

C. J. Rose, Advertising Manager, Scott & Bowne Ltd. 

Ronald Browne, Joint Managing Director, T. B. Browne Ltd. 

C. D. Notley, Chairman, Cecil D. Notley Advertising Ltd. 

Roland Dangerfield, Chairman & Managing Director, Temple Press Ltd. 
Chairman, Council of the Trade and Technical Press. 

Norman Kark, Editor, Norman Kark Publications. 


Lindley Sparkes, Advertisement Director, Everybody's. 


Chairman — C. D. Rant, Editor Advertiser's Weekly. 


AND THE QUESTIONS 


1. What more can the Press do, both now, within current limitations, 


and in future, to enable advertisers to use it more effectively ? 

2. What do advertisers need most, more big spaces in newspapers, or 
a greater number of smaller spaces with greater frequency of imsertion ? 
What is the value of colour in newspaper advertisements ? 


3. 
4. Is more readership data needed concerning (a) newspapers, (b) magazines, 
5. 


(c) trade and technical journals ? 


Is there good ground for complaint that trade and technical journals 
generally do not provide adequate breakdowns of distribution and 


If there is, how should such information be provided ? 


Should it be through an extension of the work of the A.B.C., or is 


Buyers and Sellers of 


ADVERTISER'S WEEKLY 


SESSION No. 3 


Advertising Agree that 


THE PRESS CAN DO MORE 
To HELP ADVERTISERS 


necessary. We are approaching a buyer's 
market; some are already in it. It is very 
useful to have a short, concentrated cam- 
paign without any particular continuity. 
Secondly, magazines might do all they can 
to cut their copy dates, especially for colour. 
There is often a considerable time lag before 
the appearance of the advertisement. 
Finally, I think it would be an advance if 
newspapers adopted a standard column 
width, 

Mr. Ronald Browne: If | might suggest 
a short answer in two words, it is: More 
information. 


Major Kark: I think it essential that the 7 


Press should start a campaign to create a 
brand name interest in a thousand or even 
more products which at the moment are 
quite unbranded. I am thinking of such 
things as switches, hammers, screwdrivers 
and buttons. There are a thousand things 
you can quote. I think that if the Press 
could make people brand conscious it 
would help advertising. 

Another point concerns something which 
has gone to blazes in this country in the 
last few years. Before the war, the phrase 
“Made in Britain” stamped on anything, 
meant something, but in these days of mass 
production that has just gone to pieces 
altogether. That is a direction in which the 
Press can really help, by instilling the idea 
of craftsmanship into the job. I have no 
fault to find in the little we've done on the 
artistic side because we have improved the 
package to make the outside better, but I 
think the inside has deteriorated, at a 
shocking cost to the country, to exports 
and everything else. 

The Chairman: Shall we proceed to the 
second question, which is: 

What do advertisers need most, more 
big spaces in newspapers, or a greater 
number of smaller spaces with greater 
frequency of insertion? 

Mr. Rose: As an advertising manager 
whose great problem these days is to plan 
a campaign, I am all for a greater number 
of smaller spaces with greater frequency of 
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insertion. What I ask for is a guaranteed 
minimum number of insertions. If I could 
know when I plan a campaign that I am 
going to get in a period of four months, if 
you like, a given number of insertions in 
the Daily Mail, the News Chronicle and the 
Express and so on and so on, [ should be 
happy, but at the moment my greatest 
problem is this—I plan a campaign for a 
six months period and at the end of three 
months— half way through it—I find T have 
not got half my campaign going. I have 
then got to re-plan the whole thing. With 
the national newspapers and the national 
magazines—and [ include them deliberately 
because their circulations merit their 
inclusion—from the start of a campaign I 
want to know how many insertions I am 
going to get over any given period. Until 
[ know that, I am not in a fair position to 
advise my firm or the companies for which 
we act as agents as to what to do. Size and 
size alone does not sell goods. I would 
rather have regular repetition and re- 
minder advertisements which in my opinion 
are the basic essentials of any advertising 
campaign. 

Major Kark: Well spoken 

Mr. Browne: The advertising agent has 


ito look at it from a wider point of view. I 
‘support Mr. Notley because I think we want 
wgreater freedom in planning In other 
words, for some campaigns and some 

urposes, we want very frequent, large 
Bpaces over a short period and for others 
Ne need the same as Mr. Rose needs. [ 
Pwonder whether it would be possible for 
Mhe newspapers to ration their space 
Wifferently. Instead of having a standard 
Small space, could they give the advertiser a 
Fation for a year or six months, which he 
could use as best suited his policy and 
circumstances? 

Mr. L. P. Scott: I entirely agree with 
Mr. Rose and Mr. Browne about the 
desirability of an advertiser knowing where 
he is going to be and that he should be able 
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Buyers of space ask newspapers to help them run short, concentrated 
campaigns; to standardise column widths; to give more publicity to 
advertising; magazines to cut copy dates, especially for colour; all 
publications, especially trade and technical journals, to give more 


Ronald Browne— 


Give us more iaforma- 
tion.... 


to place his space as it suits him. But the 
unfortunate newspapers do not know two 
months ahead what their sizes are going to 
be. That is why it is impossible for them 
to give what you are asking for. So long as 
that uncertainty persists, with the best will 
in the world the newspapers cannot give a 
fixed and guaranteed space. 

Major Kark: You plan a campaign and 
you find the newspaper cannot carry it, but 
on the magazine side we find that after 
several mbnths we get a cancellation order 
or a stop order indicating “We can get 
Press space and to hell with you.” 

Mr. Scott: [t starts from the same source. 

Major Kark: But when you can accept 
it they take it out of ours. If you pick the 
journals which are going to stand by you, 
you are all right. 

Mr. Notley: With the restriction in 
space nowadays, it is quite unfair that a 
national daily should have a half page 
space. It lets ‘Tide’ and “Dreft” in and 
freezes out all sorts of advertisers who try 
to get continuity 

Mr. Faux: We do run a half triple 
column space in the Mai/ but we pay 
particular attention to the requirements of 
the advertiser before we grant him that 
space. There has to be a question of some- 
thing in the way of an important announce- 
ment such as the introduction of a new 
product or some seasonal product for 
which it’ is necessary to have a big space 
Other than that, we try to keep a roster of 
advertisers for all our group and see that 
they all get a fair share 

Mr. Lindley Sparkes: My im- 
pression is that the majority of 
advertisers, do, in fact, want con- 
tinuity before anything else but 
that there is a great deal in what Mr, 


Cc. D. Notley— 
The Press has done nothing yet 
to help advertising at all... . 


facts about coverage. 


Browne says about the need for flexibility; 
that one frequently has the advertiser who 
has a real case for one or two big spaces. 
Personally, [I would not favour deliberately 
going out to sell very big spaces at a time 
when it is difficult to accommodate every- 
one, but if advertising is to do a real job 
there are occasions when flexibility is very 
necessary. 

The Chairman: Shall we go on to the 
next question, which is: 

What is your opinion of the value of 
colour in newspaper advertisements? 


Mr. Scott: Was not the same question 
raised with the first display advertise- 


Cc. J. Rose— 
The advertiser must 
care a lot more.... 


ments? [s not the question of colour the 
same as that of display? 

Mr. Notley: The use of colour in news- 
papers lies entirely in attention getting and 
it has no use at all from the point of view 
of the proper use of colour. The colour is 
so poor that you cannot use it to show a 
gown or a piece of material, and as it is 
only uSed in half pages, what is the point? 
You can do it in black and white just the 
same. 

Mr. Browne: I should like to take Mr. 
Notley up on that. I remember an advertise- 
ment before the war which was able to 
use the two colours available to reproduce 
an article near enough in its natural colours 
and to represent it much more effectively 
than a single colour in a newspaper. 
Another point is that, although it has been 
with us some time, we can regard the 
introduction of colour into newspaper 
printing as still in its infancy and any 
technical advance of that sort always meets 
with objections in the early stages. It 
cannot improve if it is not used, and I 
look forward to its greater usefulness as 
technical improvements are achieved. 

Mr. Faux: Obviously, the question of 
colour in national newspapers is very 
much to the advantage of the advertiser 
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using it but it definitely does detract from 
the point of view of other advertisers who 
are using the same issue. It is only an eye 
catcher It is not something which is 
technically perfect and therefore I would 
say that it is not advantageous to have 
colour. 

The Chairman: Would you adhere to 
that view even if newspapers become 
larger? 

Mr. Faux: Yes, certainly, because at 
the present time it is not technically good 
enough. 

The Chairman: But technical improve- 
ments are on the way. Would that alter 
your view, if the improvements were 
satisfactory? 

Mr. Faux: Yes, it would. 

The Chairman: [| should like to hear 
what Mr. Faux and Mr. Scott have to say 
on the suggestion by Mr. Notley that the 
column width should be standardised. 

Mr. Scott: [t is most desirable. There 
may, of course, be difficulties inasmuch as 
only a limited change of column width 
can be made without scrapping all the 
machinery on which a newspaper is printed 
and therefore no complete standardisation 
is possible. But there is the possibility, 
without scrapping machinery, of doing a 
great deal more standardisation, of re- 


Lindley Sparkes— 


Research should be _ the 


servant, not the master .... 


ducing considerably the present variation, 
and of getting down to a number of column 
widths which would run into single figures 
instead of having the present enormous 
variety. 

Mr. Notley: [t is not necessary to have 
an absolutely mathematical similarity; a 
quarter of an inch does not matter. 

Mr. Scott: Some newspapers believe in 
an eight column page and others in a 
seven column page. The question of seven 
or eight columns is fundamentally an 
editorial decision because it depends on the 
length and type of article which you are 
running. The longer the article, the better 
is the broad column. It must, I think, 
remain an editorial matter. You will never 
persuade those newspapers which prefer to 
have a full page of seven columns, to come 
down to eight column measure for the sake 
of similarity 
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Members of the panel get down to serious business 


Mr. Notley: But the reader cannot care 
less. 

Mr. Rose: The advertiser must care a 
lot more. The advertiser has rather felt 
that the tendency to go from six to seven 
and then to eight columns is a question of 
reducing the available advertising space and 
giving a greater proportion of space to 
editorial matter in small papers. That may 
be a reasonable policy in small papers and 
one dictated by over-riding considerations 
which had nothing to do with the advertiser, 
but it is a fact that in certain papers we 
have come down to a narrow column 
width purely because the paper has required 
more space for editorial in its limited 
number of pages. 

Mr. Faux: I agree wholeheartedly. The 
eight column measure was solely a war 
measure to increase the amount of editorial 
space. But I also see the point that we 
should try to get some sort of continuity 
of opinion on a guaranteed width of column 
so far as it can be done because of the 
production costs angle, and it seems to 
me that it is a matter which could be taken 
up through the N.P.A. to see if some agree- 
ment could be reached. 

Mr. Rose: But it is impracticable between, 
for instance, the Mirror and The Times. 

Mr. Browne: [t has been suggested to 
me by more than one advertiser that as 
space is priced in single column inches, 
narrowing the column has been one way of 
increasing the rates! 

The Chairman: Next we come to a 
question that is very topical and contro- 
versial. 

Is more readership data needed con- 
cerning (a) newspapers, (b) magazines, 
(c) trade and technical journals. 

Under this head I suggest we might 
discuss whether the Hulton and LIP.A. 
readership surveys, taken with A.B.C. and 
publishers’ net sale statements, satisfactorily 
meet advertisers’ requirements. Is the data 
provided fair to publishers? Who should, 
ideally, furnish readership information, 


L. P. Scott— 


I disagree flatly with 
Mr. Notley .... 


publishers or an independent organisation? 

Mr. Scott: I do strongly believe that it 
is the duty of publishers to give their 
advertisers far more information than most 
of them do about what they are offering to 
the advertiser, about the type of reader, 
about buying habits and the geographical 
distribution of their readers 

Mr. Rose: I think that it is in the 
publisher's interest to give us as ad- 
vertisers, 100 per cent of the information 
that we require. 

As regards trade and technical journals, 
there is a particular problem. It is essential 
that the advertiser in a trade and technical 
journal should know how much of the 
circulation is going overseas, for example, 
and secondly, how much of that overseas 
circulation is paid for. Furthermore, he 
should know how much of that circulation 
is from private enterprise and how much of 
it is to official buyers. He may be in a 
position in which he is not able to sell to 
official buyers and therefore he will want 
to know if the publication concerned will 
give him an adequate coverage in the field 
of private enterprise. As to whether the 
Hulton and LLP.A. readership surveys, 
taken with A.B.C. and publishers’ net sale 
statements, satisfactorily meet all our 
requirements, I frankly say No. I personally 
would support the view that all surveys 
should be carried out by the A.B.C., and I 
unhesitatingly say that they should be 
financed by the Press, because it is the 
finest selling material that the Press can 
possibly have. 

Mr. Notley: We get spme_ infor- 
mation from the newspapers; we get 
very little from the magazines, except 
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“We need all the information we can get, and much more than we get 
now. ... One reason is that we have to put more eggs in one basket.” 


through the Hulton Survey, and 
nothing at all from the trade 
and technical journals. Take The 
Engineer and Engineering; when 
we come to compare the schedules 
we have not the faintest clue as to 
what section of the “audience” 
they touch. We suspect that there 
is considerable overlapping. 
we want is the facts. We do not 
want the newspaper to produce a 
survey and put its own interpre- 
tation in heavy type. Fact finding 
should not be the advertiser's job. 
I agree that it is much better left to 
Why not let A.B.C. 
distribute the facts? 

Mr. Browne: We need all the 
information we can get, and much 
more than we get now. One of the 
reasons is that as circulations in- 
crease and as space increases, 
planning is bound to become more 
selective; we have to put more 
eggs in one basket with the bigger 
circulations and higher rates and 
for that reason it is essential that 
the planner should have more 
detailed information. 

Mr. Sparkes: |! sympathise very 
much with the desire for more 
information about readership, but 
1 do think that research should be 
the servant and not the master 
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It is quite reasonable to ask for 
information about geographical 
distribution, if that can be given 
It is very difficult to give it in the 
case of periodicals, but if it could 
be given, it would obviously be 
helpful; and, of course, information 
about the type of reader is very 
desirable where that is in doubt. | 
think that applies more to the 
larger circulations; there are many 
papers—I do not mean trade 
papers—whose readership must be 
fairly obvious to anybody but 
when you come to the larger 
circulations I agree that there is 
often need for more information 
about the type of reader 

However, I have misgivings 
about the use of total reader- 
ship figures. I feel that research 
ought really to concentrate upon 
finding out the sex, age groups, 
social and income groups, etc., of 
the readers of a perticular paper. 
If one tries to go far beyond that it 
is liable to lead to a good many 
mistaken ideas. Everyone knows 
that many papers have a number of 
readers per copy but that is some- 
thing which I personally do not 
believe it is possible to measure 
with any kind of accuracy—apart 
from anything else it depends on 
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|} and she is stumped. 
| an old motor car I do not say I 


your definition of readership. I am 
afraid that in some cases there has 
been a tendency to take certain 
figures as the answer to every 
question, as opposed to the mature 
judgment of people with a very 
great deal of experience—people 
for whose opinions | have the 
greatest respect. | would sum it up 
by saying that research should be 
concentrated on the type of reader 
and that, since the inevitable 
margins of error are increased by 
multiplying, that should be left to 
the agents to do themselves if they 
wish. The kind of things a survey 
cannot show are reader interest and 
reader influence, which are terribly 
important and which | think have 
tended to be pushed into the 
background by too much concen- 
tration on total readership figures. 

Major Kark: | am in sympathy 
with the people who want these 
facts and figures. We have tried 
it in our own little group of publi- 
cations for about two years, so I 
know something about the ma- 
chinery behind all this. To be 
perfectly frank and honest, this 
simple yardstick cannot be pro- 
duced. Research is the collection 
of figures. I cannot argue about 
the arithmetic of the figures, nor 
can anyone else, but we can argue 
about what those figures do, once 
they are published. The Hulton 
figures and other figures published 
were very much like sending round 
to everybody — instead of starting a 
National Health Scheme—books 
hke The Home Doctor, and 
when you had finished reading them 
you didn't know whether you had 
latent catarrh or inverted haemorr- 
hoids. (Laughter.) That is what 
nappens. A client takes the 
Hulton facts and argues with his 
advertising consultant All this 
survey business is bringing us to 
the lowest common denominator 
in everything; a step towards 
communism. Has anybody at this 
table at any time been quizzed by a 
research operator’ 

Mr. Scott: | have, and she 
wanted to know when | thought 
devaluation would take place? 
(Laughter.) 

Major Kark: [1 is quite probable 
that the elements on which we 
work are not the groups om which 
the researchers work, they may be 
road-menders or labourers of that 
sort. We have to ask ourselves are 
they in a category which will give 
reliable information. We are all 
inherently snobs; we were brought 
up that way. You say to a woman 
“Do you read magazines?” and 
she replies “Yes, | do.” “What 
magazines do you read?” Then 
she suddenly remembers that she 
read Picture Post in the dentist's 
waiting room three weeks ago. 
You ask her what she read in it 
If | am running 


have a 1902 issue Ford; no, I say 


W. FAUX—We could restrict ex- 
cessive boldness of display ... . 


I am driving around in a Rolls. I 
am not arguing about the arith- 
metic, but figures are unreliable. 
Einstein by figures has proved that 
practically all the premises scientists 
have worked on for centuries are 
all wrong. 

The Chairman: The next ques- 
ion 1s: 
Is there ground for complaints 
that trade and technical journals 
generally do not provide adequate 
breakdowns of distribution and 
readership. If so, how should the 
information be provided? Should 
it be through an extension of the 
work bf the A.B.C., or is an 
additional certifying body needed? 
I should like Mr. Dangerfield to 
give us his opinion. 

Mr. Dangerfield: May | preface 
my remarks by saying that, as you 
probably know, | am chairman of 
the Council of the Trade and 
Technical Press. We try to 
represent between 500 and 600 
journals, which is an almost im- 
possible task, so I can only speak 
with authority to-day for my own 
particular organisation and interests 
as an independent publisher. I 
think it is sometimes lost sight of 
that the trade and technical or 
specialist Press, as we might call it, 
has an entirely different mission 
and objective in life from the 
remainder of the Press. We are in 
a sense as much a part of industry 
as a part of newspaper publishing, 
and our whole relationship with 
industry and with our advertisers 
and readers is a different one, At 
the same time I agree that the time 
has probably arrived when those 
concerned are entitled to more 
information. What form it should 
take | am not prepared to say 
offhand. | have no particular 
feelings towards A.B.C. or any 
other independent body, but I am 
not at all sure that even taking into 
consideration the present more 
enlightened generation of adver- 
tisers and advertising agents com- 
pared with those of past, 
information given in any such 
standardised form would be fair 
to trade and technical publishers 
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HIS primary function of 

advertising is carried out most 
efficiently and most economically 
through the columns of the news- 
paper press. Amongst such miedia 
THE DAILY TELEGRAPH 
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proportion of high-income readers 
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| Roland Dangerfield explains 
viewpoint of the trade and 


as a whole. It does not touch on a 
number of vital points. For 
instance, it does not show 
number of readers per copy. There 
are some journals which have as 
many as 30 readers per copy. Yet 
no elaborate set of figures, whether 
audited or not, can prove that fact. 
Therefore no such claim can be 
included in a standardised certifi- 
cate. Then again, our aim ts not 
the attainment of circulation as 
such. There are journals, at the 
one end of the range with circu- 
lations of over 150,000 copies a 
week, and at the other end 500 a 
month. No one is entitled to infer 
that one is more influential in its 
particular field than the other, and 
yet those would be published simply 
as bare figures. Then there is the 
question of overseas circulation. 

Some one made a comparison 
between paid-for and non-paid-for 
circulation. Who is to say whether 

| one is more valuable than the 
other? Most of the people publish- 
ing export journals would, I think, 
claim that their free circulation is 
just as important as their paid-for 
circulation because the former is 
systematically planted in those 
directions in which it is known the 
advertiser aims to penetrate. 

On the general circulation ques- 
tion, I can give you a case where we 
have been specifically asked by 

| advertisers not to increase our 
circulation for the reason that 
“We are satisfied that your paper 
goes to most of the people who 
matter all over the world. Don't 
go boosting up the circulation 
unnecessarily, because we don't 
want to have to pay for it.” 

. In saying all this | am not 
avoiding the main issue, | am only 
trying to show that it ought to be 
approached from a different angle, 
and to emphasise that the whole 
subject of circulations with us is 
not necessarily 4 primary one 
with us at all, and the importance 
of which may therefore be exagger- 
ated. If there has been a reluctance 
or hesitation on the part of some 
trade and technica! publishers to 
disclose details of their figures it 
may well be because of this feeling 
that ha$ been prevalent for so long, 
that they would be compared un- 
fairly with those meone used 
the word just now in another 
connection, 
that one sees blazoned everywhere 
nowadays Numbers as such, 
especially noughts, do not count so 
much with us; it ts quality circu- 
lation that we aim at. If anybody 
wants information about any of 
my own journals | am always pre- 
pared to give it where it is available 
We already do so in the case of 
some journals, but quite frankly in 
others we never have more than a 
few is@lated requests here and there 
We know our industries intimately, 
and as a matter of fact, if they ask 
us for figures for a particular 

| journal they frequently accept them 


technical Press. 


over the telephone. There is no 
reason for withholding figures; we 
have nothing to conceal; but on 
the other hand, why should we be 
put to considerable trouble and 
expense in order to provide a mass 
of information for which there is 
little evidence of a general demand 
and which, for the reasons I have 
already mentioned, cannot in our 
case show a true picture? 

Mr. Rose: I discussed this 
question unofficially with our 
1.A.M.A. Technical Advertising 
Committee and | was asked to put 
these questions Whether the 
trade and technical Press would 
give (1) the home as opposed to the 
overseas circulation, (2) how much 
of the circulation is paid for and 
(3) how much of the circulation 
goes to official 
bodies as op- 
posed to private 
purchasers? 
Those are funda- 
mental points, 
and despite Mr. 
Dangerfield’s as- 
sertion that he 


C. J. ROSE 
PUTS CASE 
FOR |.A.M.A 


instructed by my 1.A.M.A. Tech- 
nical Committee that they cannot 
get from the normal technical 
publications the detailed figures 
that they need. I entirely agree 
that no LIP.A. research, no 
Hulton research and no A.B.C. 
research could give these specialised 
advertising managers the informa- 
tion they want, but they have the 
right to know, because every copy 
in which they advertise is of vital 
importance to them They are 
selling a specialised product to a 
specialist market, and one copy 
means something to them, and 
therefore I think they are entitled 
to have more detailed information 
than you are at the moment pre- 
pared to give. The advertiser 
working with a limited appropria- 
tion in this technical field is much 
more concerned with the importance 
and the purchasing power of each 
individual reader than we are as 
general advertising managers 

Mr. Dangerfield: Before the war 
we acquired a certain journal and 
we were told “Don't go boosting 
its circulation”—which we could 
have done by spending a certain 
amount of money—**Let it gradu- 
ally build up of its own accord, 
improve the paper editorially, and 
improve the general presentation. 
If you improve the editorial side 
and there is room for that—and if 
you improve the presentation side 
and there is room for that—the 
circulation will build itself up 
naturally, and that is what we want. 
We as an industry will go to any 
amount of trouble to help you in 
this, but figures as figures do not 
impress us or get us very far.” 
Speaking from the point of view of 
an advertiser in the newspaper 
trade Press, I am not interested in 
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KNOWLEDGE is an indispensable tool of the administrator’s 
trade. The Times Review of Industry provides the business man 
in this country with an expert and detailed information service. 
Month by month it records the progress of all the major 
industries of Britain, reports all important technical develop- 
ments, actual or impending, at home and abroad, reviews 
market prospects, factory problems and commercial practices, 
and analyses current trends the world over. The authority and 
practical value of The Times Review of Industry are recognized 
by all who are concerned with the conduct and administration 


of British industry and trade. 
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** There is romance in British enterprise, but as soon as we give the 
story to the Press they say ‘Oh, we don’t want that, it is an 
advertising puff.” 


how many copies you print or 
where they go, so long as I am 
satisfied as to the standing of the 
paper, On this question of break- 
down | would say that you can 
only do that up to a point, because 
of the existence of the newsagents 
We cannot tell you where our 
journals are being sold, except 
those which are sold by direct 
subseription, and they Torm the 
minority with most of my journals 

Major Kark: | think it all boils 
down to the littl things you 
cannot judge by figures at all. A 
little while ago we had a contract 
with an industrial company. We 
got that contract for no other 
reason than that one of the 
directors happened to be trying 
to negotiate a contract with the 
Australian Government. He cabled 
home as the Minister happened Derrick, Crawford in his earlier Spencers—and these two organisa- lishing and those of the U.S. and 
to have a copy of Courier in his days, and | could go on through a tions have more statistics than all Canada are apt to be misleading 
home in Sydney, and he felt an whole lot of them—worked by rule __ the research outfits added tégether. because the conditions are dis- 
advertisement in Courier would be — of thumb. They built up enormous Mr. Dangerfield: If you take similar 
a good reminder, You mentioned businesses. Lipton did not know some of the American breakdowns, Mr. Notley: | thought that the 
Punch and 15 readers. I had a __ the first thing about statistics. He 1 think much of the material is subject for this meeting was 
note from a Colonel in Hong Kong just bought the biggest elephant or absolute bunk And incidentally ‘*‘What more can the Press do to 
who said “You will be glad to the biggest cheese; and on the when you examine the circulation help advertising?” and I could not 
know that 140 people have read other side, the two largest in- totals many of them are extremely understand the inclusion of the 
this month's Courier,” but what dustries in this country do not small compared with the British word “more,” because in my 
does that prove? The old timers spend anything at all on advertising journals. In any case, comparisons _ opinion the Press have done nothing 
Charles Higham, Bill Sykes, Paul E. Woolworths and Marks and between Brilish methods of pub- yet to help advertising at all. | am 
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indeed a powerful ambassador to show your message 
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The Case of the Prisoner in the Poker 


Just once in a bee’s lifetime the unfortunate 
creature may fall a victim to the fading ‘ red-hot 
poker ’. Crawling inside the flower in search of 
nectar, he is trapped by the contraction of the 
petals . . . and never seen again. 

At least once in every quarter over 600,000 
readers fall willing victims to the lure of The 
Countryman (which is never in less than full 


bloom). Nosing through its pages, they are 
immediately gripped by the interest of its con- 
tents, and quite unable to put it down until they 
have read it from cover to cover, including the 
advertisements. When they come out again, as to 
be sure they do, they’re apt to talk nothing but 
Countryman for several weeks . . . including the 
advertisements. 


The Countryman 


With a nett sale per issue of 60,090 copies, and a steadily increasing circulation, The Countryman faces its 23rd 
Summer with confidence. There is almost no product selling to the moneyed classes that cannot reap a harvest 


through its advertising pages. 


JOHN L. \ ERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNJRYMAN 10, BOUVERIE STREET, E.C.4. TELEPHONE: CENTRAL 


‘ 
| 


ADVERTISER'S WEEKLY 


Within a stone's throw of the tranquil and pleasant 


Lincolns Inn you have the self-contained photo- 
litho plant of CHARLES AND READ. Here in Chancery 
Lane—in the very heart of London—is produced 
some of Britain's best in photo-litho-offset printing. 


CHARLES AND READ LTD 


TELEPHONE: HOLBORN 286862 


\ 
A COMPLETE PHOTO-LITHO SERVICE | | IN THE VERY HEART OF LONDON 


The Only British 


Weekly Journal 
Devoted to Golf 


fluential Golf journal. 


Any product which has a particular appeal to the Golfing 


fraternity must be advertised in Golf Illustrated. 


“tratton Street, London, 


Golf Illustrated—the oldest weekly Golf 
Magazine in the world—carries the finest reports 
written by experts in the game, as well as the 
best pictures of every important Golfing event, 
whether at home or abroad. Its high editorial 
standard has made it the world’s most in- 


quite serious about this. News- 
Papers, magazines and the technical 
Press live by advertising and could 
not exist without it, and yet the 
advertising business itself appears 
to be rather an indecent thing 
which is not mentioned in public or 
in the Press. 

Mr. Rose: | hope that does not 
go into the record. 

Mr. Notley: | think it ought to. 
No publicity is given fo the 
advertising business as such. Even 
when we have an Advertising 
Convention—and I am not much 
in favour of conventions—it gets 
a very poor Press. I am President 
of the Advertising Creative Circle 
and we have just done a big job for 
the American Embassy, and that 
has had a very poor Press. As soon 
as anything happens in advertising, 
the Press give no publicity and no 
news to it at all. I think that is 
very wrong. The Press could do a 
lot to help advertising. Advertising 
requires just as much brains and 
intelligence as metallurgy or en- 
gineering or any other business, 
but the Press have done nothing at 
all to project that idea and I think 
it is about time the Press did 
something about it. 

Mr. John Sime (Editorial Direc- 
tor, Business Publications Ltd.): At 
one of our sessions last week we 
were told that a newspaper wishing 
to publicise the success of its ad- 
vertisements could not do so 
because advertisers objected. They 
did not wish to tell competitors 
how successful their advertising 
methods had proved 

Mr. Scott: | disagree flatly with 
Mr. Notley’s remarks in suggesting 
that the Press should build up 
“advertising”. Does the Press do 
anything to build up “ metallurgy”? 
I dislike this attempt to spell 
Advertising with a capital A and to 
suggest that it is a profession which 
is a be-all and end-all in itself. 
Advertising is only the hand- 
maiden of the advertiser. It is 
there to sell goods or ideas. If it 
sells them it has done something: 
if not it is nothing. Why should 
“advertising” be stood on a pedestal 
and made a god of? This idea of 
“advertising” as a service to the 
community, as a good thing in 
itself, as an essential part of 
civilisation, is an American one 
that I do not care for. In America 
1 understand that nobody is 
supposed to want anything until 
he has been taught by advertising 
to do so. I understand that this is 


Teleph : Gr 3592 


reaching the stage when there is 


| almost nothing that people cannot 
| be made to want. This seems to me 
| to be building a civilisation on a 
| dangerously artificial basis. Per- 
| haps | 
| don’t like the tendency 


am over-stating it, but I 


Major Kark: I do not think Mr. 


| Notley meant that we should put 


advertising on a pedestal. I think 


| he wanted some equitable balance, 


or not even a balance, but an 


“ Why should advertising be 
stood on a tal and made 
a god of ?” asks L. P. Scott. 
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editorial now and again on pro- 
ducts. That is not against the 
interests of the Press, because it is 
news. Before the war there was a 
campaign in which advertising was 
advertised. Newspapers and maga- 
zines told their readers about 
advertisers. That ought to be done 
again. There should be, for in- 
stance, short editorials or other 
items publicising the value of 
brand 


names. 

Mr. Notley: All I was saying 
was that the advertising business 
or profession, or whatever it is, is 
a very serious one and it is not 
taken seriously by the Press. We 
are not regarded as intelligent. We 
do not want puffs for our clients, 
but there are terrific romances in 
industry. There is romance in 
British enterprise, but as soon as 
we give the story to the Press they 


NEXT WEEK 
SEVEN MORE 
SESSIONS ON— 
Reproduction 
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Outdoor Advertising 


say ‘Oh, we don't want that, it is 
advertising puff." The Americans 
take quite the opposite view; they 
are proud of their great industries 
and do everything they can to make 
the people of America proud of 
them too. And if, by so doing, 
they give some free advertising, 
so much the better. 

Mr. Scott: I agree with that 


entirely. 

Mr. Dangerfield: Don't you 
think that this is one of the things 
that will gradually evolve and 
improve as time goes on? There is 
a lot of prejudice to live down. 

Mr. Sparkes: I do not think 
that if Mr. Notley or anybody else 
sent our editor or any other editor 
a story that was really a romance 
there is the slightest likelihood that 
it would be dismissed out of hand 

Mr. Rose: If we can go to the 
Press and give them a story, they 
will publish it; if you put it up in 
the guise of a puff, of course they 
will not publish it. But that is the 
advertising man’s job. When I 
have what I believe is a suitable 
story for the Press, I do not write 
it in the form of a puff, I go along 
and talk to them and they will use 
the story if it has real news interest. 


END OF SESSION No, 3 


| 

f 

| 4 
| 
} | | 
| | 

tj 

| 

é 

4 if ADVERTISEMENT MANAGER: A. NELSON ALLEN, | 


Jimny 13, 1950 ADVERTISER'S WEEKLY 


From February, 1951 
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becomes a monthly magazine 


published 
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Advertising 
Can Be Used 
To Sell Ideas 


— but it must employ 
a distinctive technique 


The Chairman: The popula- 
tion of this country is now over 
50 million. Given an era of 
peace, expanding international 
trade, increasing coal production 
and a flexible economy, it may 
be possible to maintain all these 
people on these islands. But it 
is not going to be easy and it 
will be possible only by a rapid 
increase in the popular under- 
standing of the economic facts 
of life. In the past the education 
of the public in this sphere has 
been carried out in fairly casual 
fashion. The situation to-day 
presents many problems in high 
speed education in which the 
technique of advertising can help 
in a very practical way. The 
public must understand a great 
deal more about the practical 
application of economic theory 
to the work they do every day. 
Advertising has shown that in 
tackling this kind of job it can 
achieve remarkable results by 
simplification, dramatisation and 
repetition. What is more, it can 


THE SPEAKERS 


achieve these results in some 
cases at a lower cost than any 
other method. 

It is against that background 
that [ think we should tackle 
the questions of this session. 
The first one gets to the heart 
of the matter. [t is: 

To what extent can advertis- 
ing be used to improve indus- 
trial relations? 

Mr. Sidney Rogerson: What 
are industrial relations? If you 
mean the internal relations of a 
firm, the relations between 
workers and employers, my 
answer to the question is “No.” 
Advertising cannot be used very 
much, because since it is ob- 
viously paid for by the bosses it 
tends to be regarded as a piece of 
special pleading. We have had 
some success in improving rela- 
tions by advertising, but only in 
its indirect effects. You never 
know what is going to affect 
employees. If you set out to try 
to impress them by showing 
them how the cake is divided 
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As a Public 


Relations Weapon 


Donald McCullough is Session ‘Question Master" 


you may not achieve anything. 
Generally speaking, [ would not 
advise advertising to attempt to 
enter this very tricky field of 
what we call internal relations. 
The internal relations of a com- 
pany have to be handled very 
delicately at works levels and 
thus are seldom a fit subject for 
an overall advertising appeal. 
Mr. I. J. Pitman, M.Px I 
should like to support Mr. 
Rogerson. In all these things 
you must consider not only 
action but reaction. An adver- 
tisement can produce two effects, 
a favourable one—that is to say 
the action desired, or an un- 
favourable reaction against it. 
This is particularly true over 
questions in this emotional field, 
and it is, therefore, important 
that one should realise that the 
strong probability is that it will 
be reaction and not action that 
will be produced. This is par- 
ticularly so to-day when, politic- 
ally, you have an emotional 
situation, a situation in which 


an artificial distinction is made 

- politically between the 
“haves” (who are Conservative, 
allegedly) and the “have-nots” 
(who are working class and 
therefore Labour, allegedly) 
To what extent, then, can you 
influence an emotional situation 
that has deeply gone wrong by 
anything except personal con- 
tact? Whether it is the employer 
or a member of the Conservative 
party or a man of big income, he 
has got to show himself funda- 
mentally a human being with 
the same interests as the people 
who, at present, deny that he has 
even a heart at all. 

While I would not deny the 
power of advertising even where 
personal relations are aroused, 
I would say that it must be 
secondary to direct personal 
human contacts which are the 
only effective means of improving 
relations wherever the eradica- 
tion of emotion is the necessary 
first step. Such human contacts 
between the employee and em- 


THE QUESTIONS 


1. To what extent can advertising be used to improve 


industrial relations? 


2. Can, and should, advertising be used to sell ideas as well 
as goods and services by, for example, Government 
industries, private enterprise and the Church? Are there 
any dangers in this? If so, what are they, and can 


they be avoided ? 
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ployer are, I claim, the only way in 
such cases of establishing that em- 

loyers (and employees) are just as 

uman and decent and just as 
friendly as anybody else. Personal 
contact and that trust which can 
come alone from first-hand know- 
ledge are the very essence of 
the relationship. 

Mr. lan Harvey, M.P.: I think 
the answer [6 this question is pro- 
vided by a quotation from Earl 
Newsome, who may be regarded as 
the Sidney Rogerson of the United 
States. He has said ** The essence of 
public relations is to prove to all 
concerned that this is my show, 
going my way.” Advertising as a 
direct instrument cannot be used 
within an organisation to influence 
the members of that organisation, 
because instinctively it is the servant 
of management as applied to those 
managed. 

I should like to suggest a new 
approach. If you can give the 
impression from your outside ad- 
vertising that your show is a good 
show with the right ideas in it, you 
will get everybody in it behind you. 
If you are the head of a big organi- 
sation, in public relations you must 
ensure that your advertising has a 
character which impresses the 
people in that organisation and 
therefore encourages them to work 
harder and better for the show. 
Advertising cannot be used intern- 
mally, but if the advertising of the 
lorganisation is of a character that is 
really encouraging to those in the 


Wrganisation, they will gang to- 
ther and say ** This is a jolly good 
ow and | am with you.” I 
Iways say to clients, “You make 

our publicity and advertising 
ally good and you will get the 

»ple in your organisation talking 

bout it.” That has a great effect 
ithin the organisation, as opposed 
the effect that it has directly on 

Ihe consumers. 

Mr. Rogerson: Mr. Harvey has 
put it excellently. The best way to 
affect internal relations is to use the 
Outside advertising to reflect itself 
within. 

Mr. Pitman: In confirmation of 
that, is it not true that every time a 
company launches on a big adver- 
tising programme that campaign 
has a tremendously advantageous 
effect on the people inside, who feel 
they really do belong” 

Mr. R. A. Bishop: In the Nuffield 
Organisation we advertise the 
successes Of overseas sales direct 
to the public, but this advertising 
also shows the workpeople that 
what they are doing has been 
successful in the interests of the 
country, and that the policy of the 
Organisation is in line with national 


needs. 

The Chairman: You find u is 
effective” 

Mr. Bishop: Very effective in 
deed, because, although it is not 
directed at the workpeople, they 
absorb it, talk about it, and fee! 
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“ If the use of advertising is assumed to be for a 


Donald McCullough — 


The technique of adverti- 
sing can help in a very 
practical way... . 


that their share of effort is very real. 


Mr. G. Worledge: Paid-for 
advertising most certainly ought to 
be used to improve industria! rela- 
tions. If we are discussing only 
such advertising as appears in the 
Public Press, then obviously only 
the broadest issues affecting all 
industry can be tackled. There is 
ample room here for a co-operative 
campaign by industry as a whole to 
educate the public—and particu- 
larly industrial workers—to the 
simple economics of the situation. 
Incidentally it might even be 
possible to put a to the still 
widespread belief that all bosses 
are on one side and all workers on 
the other. Let us not forget that it 
is this belief which provides the 
mandate for indiscrinmnate nation- 
alisation, 

Then there is the very real need 
to foster relations within individual 
organisations—-not by public ad- 
vertising—but by internal adver- 
tising which is still paid for in so 
far as it costs money. Britain is a 
small place and we are inclined to 
think of our industries as small 
compared with those of, say, 
America. Yet recently I was re- 
minded that our Gas Board is 
bigger than General Motors, 
General Electric and Fords put 
together in the United States. That 
is an impressive thought—and we 
have several industries just as large. 
Clearly it behoves those at the top 
level to do everything possible to 
counteract the inevitable remote- 
ness between top policy and those 
on whom the execution of the 
policy finally depends 

The Chairman: I think we have 
explored the first question, and 
there is no doubt that the answer is 
very much qualified, though an im- 
portant point arising is that if an 
organisation presents a picture of 
progressive efficiency, of enthu- 
stasm and of achievement, that can 
very easily have a most helpful, en- 
couraging and inspiring effect on 
the people employed by the organi- 
sation. We now come to the ques- 
tion which I think is the key to this 
Situation: 
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admitted to 
be good, there is no question about it that in the field of ideas as well as 
of goods and services, advertising can, ought, and must get cracking.” 


ments should advertise their par- 
ticular opinion and it is here that 
our real argument arises, because 
it carries the question whether we 
think the opinions are good or bad. 
However, from the way that we 
have postulated this problem we 
have to assume that they are good. 
If so | would say that the Church 
has already answered its problem. 
The moment they started to 
beautify churches and put up 
Stained glass windows, they were 
establishing the necessary condi- 
tion of attraction. Then the pic- 
tures began being informative 


Can, and should, advertising be 
used to sell ideas as well as goods 
and services by, for example, 
Government, industries, private 
enterprise, and the Church? Are 
there any dangers in this? If so, 
what are they and can they be 
avoided’ 

Mr. Pitman: Any question 
which asks whether any tool should 
be used and which does not pre- 
suppose that it will be used in a 
good use for people who will think 
it is a good use is always very diffi- 
cult, There is inevitably a subjec- 
tive factor present and I must, 
therefore, suppose that what you 
are propounding to-day is a use in 
which there is general agreement 
that the use will be a good one, 
Clearly, therefore, if the use is a 
good one it seems to me axiomatic 
that advertising should be used and 
used to the maximum 

Again, approaching it from the 
philosophic angie, ict us assume 
that all advertising, in all ages, 
whether through print or through 
the radio or television, or through 
whispering campaigns, if you like, 
is really at heart a development of 
entertainment or attraction, then 
within it you always had two ob- 
jectives within that field of attrac- 
tion. One is to convey information, 
and the other is to influence ideas, 
but both must be within the vehicle 
of some form of entertainment or 
attraction. When you hear * Take 


vision variety programme, which is 
frankly entertainment and nothing 
else, that is by and large a neutral 
communication. It neither conveys 
information, nor influences opinion. 
It is entertainment and no more. 
But mankind needs information 
and suggestions as to ideas as well 
as entertainment and any Govern- 
ment ought to play a part in dis- 
seminating information and ideas 
which the public wishes to hear. 
The question then turns rather 
on the extent to which Govern- 


Sidney Rogerson — 
First awaken your 
reader's interest... 


without conveying opinions. They 
were erected merely to show St. 
Paul or St. Peter. Then there was 
added the halo for the purpose of 
also influencing opinions and so 
the lives of the beholders. That 
particular stained glass window 
was designed to send you away 
with the feeling that on the whole 
you were on the side of God and 
against the devil; in other words 
the purpose of that window was to 
produce more gods fewer 
devils. 

To sum up, if the use of adver- 
tising is assumed to be for a pur- 
pose that is admitted to be good, 
there is no question about it that 
in the field of ideas as well as of 
goods and services advertising can, 
ought, and must get cracking, and 
good luck to it. 

Mrs. Mary Gowing: Well, I 
think we would all agree that adver- 
tising can, must—indeed does sell 
ideas as well as goods and services. 
But since the Church has been in- 
cluded in your question I feel I 
must say that I do not think the 
advertising column is the place for 
Church propaganda. 1! think that, 
in this instance, it would be suspect. 
The Church has its own media 
within itself, as Mr. Pitman has 
shown, and its own 4,000 pulpits. 

Mr. Harvey: The Church must 
use the, most modern instruments 
of appeal to the people. The mind 
of the people is appealed to by 
advertisements of products, and 
they must therefore be prepared to 
read advertisements connected with 
religion. Propaganda is an instru- 
ment of policy and by using 
propaganda the Church does not 
substitute propaganda for its re- 
ligious doctrine ; it uses propaganda, 
and the Church should use it to get 
people into the Church. I do not 
Suggest that it is to put across 
religious doctrine—what is done in 
the pulpit is a matter for the 
Church. I suggest that it is to get 
people into the churches, where 
they will put across that doctrine, 
So my answer to this part of 
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Seve would be unquestionably, 


= William Crawford has said 
that advertising is education as 
well as selling. That is one of the 
keys to this discussion. The great 
revolution of our time is that 
Government has entered the sphere 
of economics, business, industrial 
Organisation and everything else in 
a way that no government has done 
before. We must accept the impli- 
cations of that revolution. There- 
fore, Government must be entitled 
to put across its case, with the 
instrument that you and I have 
proved to be the right instrument, 
to the British people. Therefore, in 
answer to the first two parts of the 
question I would say that Govern- 
ment must use propaganda to put 
across its case, and that national- 
ised industries must use propa- 
ganda and advertising in the fullest 
sense of the word. You may say 
that that means that the taxpayer is 
having his money used for things 
that he does not want. My answer 
is that if the taxpayer is so much 
against them he should vote 
against the Government at the 
General Election and if the Govern- 
ment loses, the case for nationalised 
propaganda is lost. Private enter- 
prise can fight its own battle. 

Mr. Bishop: Advertising can and 
should be used to sell ideas as well 
as goods and services, but, if the 
Government does it, it should be 
free from political bias. National- 
ised industries should do it, but the 
information given to the public 
should also be free from political 
bias. The Church too should tell 
their story, not just to get the 
“customers” to the point of sale as 
it were, like commercial houses do. 
Private enterprise businesses not 
only try to bring customers to the 
point of sale but to sell the products 
before they get there. You ought 
not to get people into the Church 
only to hear the story; they should 
know the story before they get there. 
The Church should advertise; it 
should tell the story by paid-for 
advertising. When Jesus Christ 
said to His disciples “Go into the 
highways and byways” He was 
saying “Go out, and tell your 
story to the world by the best 
method available to you”, and the 
best method available to-day is 
advertising. There should be an 
appropriation of, let us say 
£2 million a year. In these times, 
no advertising could be more 
worthwhile. [ am not talking about 
the economics of this particular 
campaign, but of its need in a world 
that requires to be reminded of 
moral values. 

Mr. Rogerson: | would endorse 
wholeheartedly that advertising 
can be used to sell ideas as well as 
goods. The trouble is that if it is 
to do that it has to do it by a com- 
pletely new technique. There has 
to be completely new brains and 
new technique in advertising. You 


1. J. Pitman M.P.— 


action... 


You must consider not 
only action, but re- 


gentlemen, | think, are confused, 
especially in relation to the Church, 
because advertising is trying to sell 
ideas by the same methods—and 
they are very poor—as it sells 
goods. They are well worn, and 
because they are well worn they are 
looked down upon. 

Mr. Pitman: You cannot 
differentiate between selling an 
idea and selling a commodity. 
You cannot sell a _ refrigerator 
without selling the idea of re- 
frigeration. 

Mr. Bishop: That is very true 
and applies equally to all sales 
effort. 


Mr. Pitman: | do not think you 
can possibly separate the two. 

Mr. Rogerson: But if the idea 
were a controversial one? 

Mr. Pitman: | think that most 
people rather act in response to an 
appeal! where emotions are violently 
operating. Instead of influencing 
opinions, the advertisement ac- 
tually stimulates the emotion. 
The experience of the last election 
campaign was surely absolutely 
convincing. The relative success of 
the different racing correspondents 
seems to have been the main factor 
influencing readership. At any 
rate the provision of much matter 
intended to influence readers 
politically in the direction favoured 
by the paper failed as signally as it 
has failed in the past. If the British 
had been influenced in proportion 
to the sales of the national dailies, 
there would have been a colossal 
Conservative majority. Where 
emotions are on edge and are 
sticking up like a sore thumb, 
advertising through the medium of 
cold print is likely to produce re- 
action to influence, not action. 

Mr. Rogerson: It is generally 
accepted that advertising should be 
based on an appeal to the emotions. 
That may be all very well for 
product advertising, but I have 
never been able to follow it when 
advertising an idea. Frankly, I 
don't believe it to be sound, and in 
my view, if advertising is to be used 
to propagate ideas it must be 
based on reason and on an appeal 
to the intellect. Certainly any 
success that 1.C.1. may have had is 
in my view traceable to the fact 
that we have been careful not only 
always to appeal to the brain 
instead of the emotions but, in 
addition, to pitch our message a 
litle higher than the normal 
standard of intelligence so that the 
reader must make an effort to 
understand it. In other words, you 


putting over collectively. For in- 
stance, why do many people auto- 
matically consider thcinselves 
Socialists, whether they know any- 
thing about Socialism or not. The 
answer is, they think the profit 
motive in industry is anti-social. 
How many people realise that out 
of every £ made in industry, varying 
with the company, it is 2d., 3d., or 
4d. at most which goes in profits and 
dividends, whereas somewhere 
between 25 and 33 per cent goes in 
wages and salaries? People ought 
to know that, because they must 
have this information before oy 
can intelligently make up 


R. A. Bishop— 


should be used to 


Advertising can and 
sell 


must first awaken your reader's 
interest and then induce him to 
Stand mentally on tip-toes to read 
your message Lastly I believe 
that the general! appearance of your 
advertisement must be aesthetically 
of so high a standard that it will be 
as much a decoraiion to the paper 
in which it appears as is, say, the 
best photo the art editor can pro- 
duce, My ambition was always to 
produce advertisements so good 
that even the editor would turn to 
them as one of the first things he 
looked for in scouring his paper. 
And that, believe it or not, did 
actually happen. 

To reach that pitch, you see, the 
advertisement must be so good in 
presentation, illustration, typo- 
graphy, lay-out and English, that it 
is an adornment to the paper and 
not a poor commercial thing with 
any old hackneyed illustration and 
with its message written in that 
Wardour-Street jargon which all 
too often passes as “advertising 


Worledge: Coming back 
to the question, I think advertising 
can certainly sell ideas. In fact, that 
is how it does all its selling. Per- 
sonally | would rather leave the 
Church out of the discussion. They 
had a first-class P.R.O. in St. Peter 
and a very good copywriter in St. 
Paul—and as far as | am concerned 
we can leave it at that. The idea I 
should like to see sold is private 
enterprise. No one is doing very 
== to put its case over. 

Would you call 


‘Cube” private enterprise? 
Mr. Worledge: 


I would. But I 
was thinking of the idea of private 
enterprise as a whole rather than 
any one firm. It is an idea worth 


the annual excursion to the 
sea, and unless one can put over 
this big problem to people who 
= in terms Of that alphabet, 
is not going to be 

ek, will do far more 


it is $0 good that | wonder why 
they bothered to produce the other 


version. There you have economics 
translated into this alphabet of life. 
That is obviously the way to do it, 
Provided you so do it, the answer is 
not only that advertising in paid-for 
space can be usefully employed in 
putting over free enterprise and in 


tioned the general election. I think 
Mr. Wor really emphasised the 

at that I was trying to make. 

is still thinking in terms of 
product advertising to sell an idea, 
and I do not think it can be done. 
You have got to get away from the 
emotions and appeal to the 


Mrs. Gowing: May | register 
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er IN “Provided the job is well done, advertising in paid-for space can*and 13 
e 2 should be usefully employed in putting over free enterprise and in , 
clearing up ignorance.” 
> 
ideas... 
minds. In fact there is a great 
deal the public ought to know, ; : 
: the job badly. For the majority o i 
the people in this country 
alphabet of life consists of the 
house, the home, “the dogs”, the 
. pint of “ wallop”, the football pools q 
AS, 
Sp danger. But it can be overcome. 
e Even the most abstruse problems 
ae can be simplified remarkably well. 
iP Whenever I read a popular version 
4 clearing up ignorance, but that it 4 
definitely should be employed. ae 
inteiiect 
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George Worledge— 
The whole danger lies in 
doing the jcb badly... 


complete disagreement this 
question of appeal to the emotions. 
Much more than half of the popu- 
lation is made up of women, and 
if you do not get a woman emvtion- 
ally on your side she is lost to you. 
The abstract ideas you wish to 
present have a practical bearing 
on her daily life, and about these 
issues her feelings are strong. 
Yet it is our 
experience the advertising 
which has had any effect on our 
employees has been entirely un- 
emotional in its appeal. 
Mr. Pitman: What we are 
really talking about at this table, 
as far as I can sec, is how to in- 
fluence people whose emotions are 
already sticking up like sore 
thumbs. Advertising has it all its 
own way when emotions are not 
aroused but advertising is utterly 
owerless when emotions are 
aming: it can, I suggest, be 
ffective only as a very quiet and 
ery frail support for the human 
irect contact. Only flesh and 
lood can get down to the solution 
of the problem. May I ask Mrs. 
Gowing a question: If Mrs. Smith 
really does not trust Sir Stafford 
Cripps and has an emotional re- 
action to him, how can a govern- 
ment advertising campaign setting 
out to justify, say, devaluation or 
dollar exports really get at her? 
Mrs. Gowing: It cannot, and | 
can tell you why. In the advertising 
field no whole-hearted effort has 
yet been made to study the way a 
woman's mind works. Until that 
spade work has been done, until 
advertisers, when they want to talk 
to women, say to themselves: “* This 
is how she thinks”—*This is how 
she feels”“*This is the way she 
argues” These are the spectacles 


through which she looks at life’ 
until the basic differences between 
men and women have been studied 


A single 


telling people who discovered 
platinum and how it is now used by 
the chemical industry Let me 
illustrate what I mean by two 
examples. If you are very tall and 
wish to impress the fact on those 
who do not know you, you would 
not claim that you were, say, 
6 ft. 5$ in. or whatever it was. It 
be much more effective to 


Mary Gowing— 


There is a fundamental 
difference between the 
approach of men and 


women to life... 


—you haven't a chance. 

Mr. Worledge: | X 
For my sins—not to be taken 
literally—I have known several 


women. In my experience women 
are not a stereotyped product. 
You cannot put a woman in front 
of you and say these are women’s 
needs, these are women's tastes, 
and they will behave thus and thus 
under certain circumstances. 
Women are as diverse—at least, 
for their sake, | hope they are—in 
their emotional make-up as men, 

Mrs. Gowing: There is a funda- 
mental difference between the 
approach of men and women to 
life. Until that has been recognised, 
and the subject studied, advertising 
will remain “hit and miss.” 

Mr. Rogerson: | feel that I have 
still not put over the point I have 
tried to make. This new approach 
of advertising to propagate ideas is 
so different from the conventional 
one. I seemed to detect a note in 
the views expressed by some 
speakers that advertising had to 
make claims for something. God 
forbid that advertising should 
attempt to advance ideas just by 
making claims for them The 
Ministry of Food did their best 
work by finding out recipes for war 
rations and publicising them. Any 
results LC.1. has achieved have 
certainly not been by making 
claims for LC.1, but, for example, 


“Advertising has it all its own way when emotions are not aroused, 
but advertising is utterly powerless when emotions are flaming.” 


it does. It may not sell them so 
quickly to the individual as does 
for instance, personal contact. But 
Sufficient advertising, in volume 
and consistence, does influence the 
acceptance of an idea. 

Mr. Harvey: And Mr. Rogerson 
agrees, yes, it can. 

Mr. Pitman: Yes, but there is a 
big distinction between the idea of 
refrigeration, which is non-con- 
troversial, and the merits of 
opposed policies emotionally held. 

Mr. Harvey: But how does that 
cut across what [ am saying? The 
question is: Can, and should, ad- 
vertising be used to sell ideas as 
well as goods and services—and, 
supplementary, are there any 
dangers—of course there are—in 
public relations advertising? 

Mr. Pitman: If those controver- 
sial opinions are of a very high 


lan Harvey, M.P.— 


I bring myself down on the 
side of Mrs. Gowing .. . 


publish a photograph showing 
yourself standing beside an ele- 
phant. Again, if you wished to let 
it be known that you were a friend 


of Mr. Winston Churchill, you 
would not make claims about it. 
A much more effective course 
would be to obtain publicity for a 
letter in which perhaps Mr. 
Churchill addressed you as “my 
dear friend” or even by your 
Christian name 

Until advertising men can get 
away from the old well-trodden 
paths and begin to think in entirely 
different terms | do not see how 
there can be any really effective use 
of advertising for propagating ideas 
as oppoosed to pushing sales and I 
feel that for this to happen there 
needs to be an infusion of fresh 
blood in advertising as well as a 
re-ortentation of iicas 
: I cannot see that 
y divergence. The 
question is: Can, and should, 
advertising be used to sell ideas? 
Yes, it can. 

Mr. Bishop: | agree. It can, and 


emotional order, advertising is 
likely to produce reactions. To 
prove effective within that field 
there must be not only the most 
careful collection of what you put 
in cold type but you must back it 
up with real flesh and blood appeal. 

Mr. Harvey: | agree with that 
and I bring myself down on the side 
of Mrs. Gowing. I think Mr. 
Rogerson is wrong. I have faith in 
the intellect of the people, but I 
appeal to their emotions. 

ir. W AS a creative 
man, talking about the technique 
of advertising, | wouid say that 
probably the trouble with most 
advertising is that it looks like a 
lot of advertisements 

The Chairman: On that very 
arresting note I propose that we 
end. Our time is up. I think we 
are agreed that advertising can, 
and should, be used to sell a certain 
number of ideas. When we get 
into the higher spheres of specula- 
tion with regard to the emotions, 
we reach the zenith of human 
speculation when we try to under- 
stand what woman is thinking 
about. Mrs. Gowing has put the 
point very neatly and we all bow 
and humbly and meekly admit that 


we know nothing about that 
matter. In conclusion, | thank the 
speakers who constitute such a 


galaxy of intellect, and congratulate 
ADVERTISER'S WEEKLY on having 
brought them together. 
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Shortage Of First Class Art Work Hampers 


Technical Advertisers 


HE acquisition of first class 
technical art work by 
the technical advertiser is 
steadily becoming more difficult 
and if present trends continue it 
will become a major problem. 
A situation has been created 
where demand is overtaxing tne 
capacity of the skilled technica! 
artists, and while in some 
measure the back log of print 
production is responsible, there 
are other significant § factors 
involved quite unconnected with 
post-war print replacement 
The most important manifesta- 
tion of this is the marked increase 
in the use of perspective draw- 
ings. Prior to the war the number 
of technical advertisers using 
perspective drawings was very 
limited and, apart from car 
industry demands, orthography 
remained largely unchallenged 
In the last few years, however 
perspective illustration has found 
marked favour in the engineering 
industry; in particular the fully 
sectioned perspective, the cut 
perspective and the 
exploded or extruded perspective 


J. H. MILLER-WHEELER, A.M.LE.S., says 

that before the war orthography remained iargely 

unchallenged in the field of technical advertising. 

Now the demand is for perspective drawings, 

and the capacity of the skilled technical artist 
is being overtaxed. 


in either monochrome or full 
natural colour 

The remarkable development 
during the last two or three years 
of various perspective drafting 
machines and other mechanical Where is all this art work to 
aids, and the publication of come from? That is the prob- 
several books on three dimen- jem. The enginecring industry 
sional engineering drawing, is has hitherto been largely self- 
evidence of this upsurge cf supporting in the type of illus- 
interest and demand tration used for the bulk of its 

There appears to be now iiterature—mainly orthographic 
doubt that for graphic presenta- line drawings and photographs, 
tion of machinery the ortho- the former produced by the draw- 
graphic projection is on its way ing office, the latter mainly by 
out so far as catalogue, sales the works photographer 
promotion material, instruction Engineering draughtsmen, how- 
booklets and other visual aids are — ever, are trained in orthographic 


concerned projection and their ideas on 
Already there are sufficient pictorial views are based exclu- 


indications within the engineering sively on isometric, dimetric, tri- 
industry to show that exploded metric or oblique projection, and 
few are capable of producing 


perspectives will become general 
practice for working instruction 
handbooks, etc. For certam 
classes of contract work they are 
now a specific requirement. 


perspective drawings 

This means that the few tech- 
nical art studios and free lance 
> artists are being called upon to 
 ¢ meet an unprecedented demand 
and, as a result, are unable to 
execute commissions in anything 
“9 et / like a reasonable space of time. 


-- To this is added the difficulty. 


4 from the advertisers’ point of 

view, of winkling out the few 
: af studios and artists capable of 
machinery drawings from pro- 


duction detail drawings. 

The technical artist must of 
necessity be a highly skilled man 
— capable of reading orthographic 
production drawings, and he must 
possess the power to visualise 


Spread from a booklet 
Manchester (from which all i 
showing an extruded draw 


and de tail 


produces 


etrations with this article are taken) 


three dimensionally the compo- 
nent parts and complete assembly 
of a machine either in profile or 
bisected on any given plane. Such 

vection from general assembly men and women are not found 
drawings easily. Experiments have been 


by W. Hopwood & Co., 


Sectional 
haulage end of a coal cutting 
machine. 


perspective of the 


made with competent commercial 
artists, but this has always 
necessitated having a draugh‘s- 
man on tap while the work was 
in progress, and while team 
production of this nature can 
produce a passable drawing, he 
cost of the finished art work is 
doubled and as a practical expe- 
dient must be ruled out. 

It may be contended that this 
class of work is not strictly on 
advertising matter and that the 
engineering industry should train 
its draughtsmen perspective 
drawing. There is much to be 
said for this point of view, and 
it is not beyond the bounds of 
possibility that this development 
may well be forced upon the 
industry. A number of engineer- 
ing establishments are tackling 
this matter, but there is no 
question whatever that the 
problem is purely a publicity one, 
for perspective will never sup- 
plant orthographic projection for 
production purposes although it 
may conceivably supplement it. 

Perspective has become neces- 
sary and desirable purely from a 
presentation angle, not from the 
needs of production, and conse- 
quently will always remain within 
the sphere of publicity require- 
ments 

The natural laws of supply and 
demand will doubtless solve the 
problem in the fullness of time, 
but as publicity managers are 
interested in the present as well 
as the future and are not notable 
subscribers to the theory of the 
inevitably of gradualism, it is 
possible that some steps couid 


PUT A NEW SPARKLE INTO YOUR 
ADVERTISING . . . it will cost you no more! 


\ 
3 
5 
4 
“ 
> 
4 
; 
4 
is 
| 


Jury 13, 1950 ADVERTISER'S WEEKLY 


FASHION TRADE 


| 


4 


ADVERTISER'S WEEKLY 


the Oil 
manufacture 


Hydraulic Machinery, Presses, Solvents, 

Extraction plant, Filter Presses, 

Deodorising Plant, Bleaching Materials, Centrifuges, 
Clarifiers, Barrels (Wood and steel), Drums, 

Pumps, Fire-fighting Equipment, 


Storage vessels, Temperature, etc. recorders, 
.-- through his journal 
PAINT, O1L & COLOUR JOURNAL 


Rate card and full particulars from: 8 Ludgate Broadway, London, E.C.4 


ESTABLISHED 79 YEARS 
TECHNICAL 
ACCOUNTS 


Contractors 
Builders 
E nfgineers 


000 


20. 


trade subscribers may want to 


see your clients announcement 


LABOUR NEWS 
PUBLIC WORKS & 
BUILDING WEEKLY 


69 FLEET STREET, LONDON, £.C.4. TEL. CENTRAL 1328, 3426 


TRADE & TECHNICAL ADVERTISING 


Shortage of Technical 


Art Work—continued 


be taken to accelorate the natur:! 
laws. 

The difficulty of locating gocd 
technical artists has already been 
mentioned. In addition to the 
artists on the staffs of some larze 
advertisers and publishers, the 
advertiser has at his disposal four 
sources of supply a few 
technical art studios, a few 
process engravers and agencies 
with technical creative services, 
and an unknown number of free- 
lance artists. 

They are not, however, classi- 
fied in any work of reference and 
are not noted for self-advertise- 
ment. 

An immediate and practical 
measure of considerable assist- 
ance to the advertiser seeking art, 
work would be the establishment 
of a central register of technical 
artists of approved standard. The 
register would list all four 
sources, stating the type of work 
undertaken and whether with or 
without close supervision. 

The creation and maintenance 
of such a register is a service that 
could well be undertaken by the 
Council of Industrial Design or 
the Society of Industrial Artists 
in collaboration with the 
Technical Committee of the 
1.S.B.A.. and made available to 
advertisers in printed form. 

The complete resources of the 
country in this field would thus 
become a known quantity, bring- 
ing about a more effective deploy- 
ment of the forces available. 
There is reason to believe that 
lack of locational knowledge on 
the part of the advertiser is 
causing uneven distribution of 
work. 

This proposal docs not, of 
course, meet the need for more 
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Wash drawing of sectional eleva- 
tion of a clutch. 


technical artists, which must of 
necessity be a long term plan, if 
planned at all. While it is 
assumed that, in the natural 
course of events, the studios will 
train more artists from scratch, 
it would be of immeasurable 
value if art schools were w 
provide some training in technical 
art, and technical colleges and 
schools included perspective in 
the mechanical drawing courses. 

Scattered throughout the indus- 
try are draughtsmen who are 
natural artists, and with some 
training in machine perspective 
drawing, the air brush, and the 
reproduction processes, they could 
help to meet the increased 
demand for technical art work. 

There is no point, however, in 
sending such men to the part-time 
commercial courses at the art 
schools where they are put to 
work designing book jackets, 
chocolate boxes and travel 
posters. 

Provision must somehow be 
made for the training of technical 
artists as such. 


Recent Technical Literature 


HE name Paxman is well 
known in Marine engineering 

for their famous Diesel engines 
and, as nothing stands still for long 
in the marine field, the turn-over 
of print is quite high; it is not 
SUrprising to see a new eight page 
brochure featuring their RW 
range 

This range operates on the 4- 
stroke cycle and comes in four, 
five, and six cylinder models, ai! 
vertical, and the brochure gives 
full details, ratings, specifications, 
sectional and general arrangement 
drawings and photographs. 

Measuring 11 in. x 84 in. the 
brochure is printed on white art 
in black and a very pleasing 
orange brown The covers are 
printed in a solid tint of the 
brown, and the front cover carries 
a cut out photograph of one cf 
the engines in the range 

The title “Paxman Diesel 
Engines Series RW” is located 
in the lower half in two lines 
and is set in Falstaff italics with 


the letters RW in Elongated 
Roman. The words Paxman and 
RW are in reverse white, and 
neither of the two faces have lost 
anything in the process. The rest 
of the words are in black. The 
whole cover is dignified and 
exudes quality, which is as it 
should be. ~ 

Brown is used inside for the 
paragraph heads, both for direct 
printing and as a background for 
block printing. Line drawings 
are white lines on brown. 

Text is set in Times Roman 
and main captions in Falstaff. 


* * * 


CHASESIDE ENGINEFRING Com- 
pany are again out with a new 
piece of print, this time with a 
folder featuring Chaseside as a 
municipal worker. 

Chaseside, of course, make 
Mechanical Shovels, Mobile 
Cranes, Dumpers, etc. all the 
type of equipment used by county 
councils and municipalities. 
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ALARM MR. BRITTON 


T is not so very long ago that 
the shelves of all types of 
retailers were very sparsely 
stocked and the shopkeeper was 
glad to get hold of almost any 
line in order to increase the 
volume of goods on offer. How 
the position has changed is indi- 
cated by a letter from a reader 
in the Chemist and Druggist 
(June 3) 

The correspondent, Mr. J] 
Britton, of Nottingham, writes 
that many chemists must be in 
creasingly alarmed at the num 
ber of new products appearing vu 
the market 

He adds: “At the whim of a 
manufacturer, they are expected 
to welcome on their shelves new 
packs, new sizes, new lines of 
atticles which may have ; 
momentary sale, owing to 
‘boosted’ advertising. The time, 
Lb think, has arrived when the 
chemist must make a determine d 
stand against the introduction of 
products of this nature.” 

Outside and mushroom firms 
with their “fourteen to the 
dozen” bait, should be shunned, 
he suggests, and all new products 
(if they must appear) be guafan 
teed fully “on sale or return.” 


Mr. Britton gives the follow 
ing figures of new lines: During 
one month last year 168, during 
March this year, 85; during April 
113. He adds: “Surely manufac 
turers must realise that the time 
has come for them to rely on 
existing products for thei turn 
overs.” 

In a comment on the letter 
in June 10 “XNrayser” 
describes the figures 
and adds Several of 


suc 


is startling 
these 


articles are, I presume, new sizes 


or new packs of goods already 


well known. That kind of intro 


duction, unless announced to the 


sublic in advance, is likely 
cause shopkeepers much annoy 


ince. . Too much time may be 
consumed af the counter explain 
12 to dissatisfied customers why 
a new size or new pack of a pro- 
prictary article differs from a 
former size or pack.” 

But it is not this type of novelty 
of which Mr, Britton complains; 
he is mainly concerned with 
goods “which may have a 
momentary sale" because they 
ire well-advertised Old-estab 
lished manufacturers are not the 
offenders as a rule; newcomers 
are the conspicuous culprits. 


* * 


SERVICE feature for sub- 
scribers to The Alchemist 
which was tried experimentally in 
the March issue, met with such 


Something for 
the Home | 


A Hadi ware 
a Gift Token 


with 
GREETINGS 
BEST WISHES 


From 


This hardware gift token card was 

thought by a customer to be 

something to do with a building 
society 


Wholesale and Ext 
in the London Posto 


Serves 1644 Retail, 


orea alone. 


outlets 
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SCRUTINEER pin-points a retailer reaction 
long-established advertisers 
cannot 


which 


even 


immediate success that it has 
now become a regular feature 
Termed the technica! literature 
service, it is designed to make it 
easy for pharmacist subscribers 
to obtain copies of the new tech- 
nical publications issued by 
pharmaceutical manufacturers to 
describe their products, and to 
provide the manufacturers with 
an economical method of distri- 
bulting costly literature to phar- 
macists who have expressed an 
imterest in it. 

Each month is published an 
index of appropriate new publi- 
cations (alphabetically, under 
manufacturers’ names) with a 
short description of each publica 
tion. Each item is given a number 

Enclosed with cach issue of 
The Alchemist is a printed post- 
card bearing numbers corres- 
ponding to the publications listed 
in the issue, with space for the 
subscriber to fill in his name, 
qualification and address. 

To obtain any of the publica- 
tions listed, a subscriber draws a 
ring round each of the corres- 
ponding mumbers on the card 
and posts it to The  Aichemist, 
where the cards are analysed, and 
to each manufacturer are sent 
the names and addresses of the 
subscribers who have asked for 
the producers’ literature. These 
names and addresses are sent ai- 
ready typed on gum-backed 
labels, all ready to be stuck on 
envelopes The labels bear the 
index numbers of the publica- 
tion, as any One subscriber may 
ask for only one or two of, per- 
haps, three publications offered 
by an individual manufacturer. 
The service is free 


* 


REVISED formula for the 
publicity and gift token 
schemes of the National Federa- 
tion of Ironmongers was_ pre- 


ignore. 


sented at its annual conference, 
at Harrogate, recently. (Hardware 
Trade Journal, May 26.) 

The journal stated that the 
schemes should meet members’ 
criticisms. “It was recognised 
that these two mediums of pub- 
licising the ironmonger were of 
the utmost importance in present- 
day conditions, and if they do 
not attract the support of the 
majority of members it will be a 
clear indication that the iron- 
monger is simply not publicity 
conscious, if not blind to his own 
direct interests.” 

Here are some details of. the 
revised publicity plan: As no 
funds are available national or 
local Press advertising is not in- 
cluded, but the publicity commit- 
tee wishes to encourage and 
advise local associations, groups 
of members, or individual firms, 
to effect local Press advertising, 
either by way of taking space or 
using classified ads. The commit- 
tee is to produce some six or more 
pamphlets during the course of 
the year. Suggested titles and 
probable dates of issue are: 
“Hints on Electricity” (September); 
“Christmas List” (October); 
“Choice and Care of Tools” 
(November); “Choice and Care of 
Aluminium Ware” (January); 
“Gardening List” (February); re- 
print of “Paint List” (March). 
Price tickets are also being pro- 
duced for subscribing members 


to the scheme to buy. It is hoped 
also to produce various other 
sales aids and advertising 


material, such as wrapping tape 
overprinted with the name of the 
ironmonger. 

All the pamphlets and other 
sales aids will be for sale to sub- 
scribing members. Costs will be 
practically on the scale of prices 
from 100,000, representing a big 
Saving to those who want only 
a few hundred. Subscription to 


Street, Mayfair, 


London, W.!. Tel. : REG 
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Forecasts 


the 
Fashion 


Trend 


As the leading trade magazine, ‘Fashions and Fabrics” is renowned 


for its forecasts of coming fashion trends. Always working six 


months ahead, it is the trade’s guide to future styles. 


“Fashions and Fabrics” is now firmly established in its enlarged 


form; it provides the ideal medium for advertising addressed to the 
Department Store and other Retail Fashion Buyers, together with 


all executives connected with the Fashion and Textile Trades. 


Details of space lable may be obtained on application to 
Edgar S. Sibun, Advertisement Director. 


Drury House, Russell St., London, W.C.2. Temple Bar 3422 
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‘This question caused no headache to 


NAPPER,' STINTON, 
WOOLLEY LTD. 


when it was posed to them by the makers 
of HOWARD Stainless Steel Rotary 
Pumps, who had a wonderful product and 
a wonderful proposition to put across to 
makers of preserves, pickles, milk products, 
soups and sauces, etc., etc 
The Agency planned a series of striking, 
straight-forward advertisements, whic 
target immediately they were 


-~the magazine bought and read by the 
principal pre ms of throughout 
the world, 

FOOD MANUFACTURE 
17 Stratford Place, London, W.! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


WORLD 
CROPS 


A well-illustrated monthly journal 
which covers all crops, their cultiv 
ation, protection, storage, handling 
and processing for food, fodder and 
industrial products. 


LEONARD HILL TECHNICAL GROUP 
Manufacturing Chemist —W orld Crops 
Petroleum — Paint Manufactu 

Muck Shifter-——Chemical Engineering 

Building Digest — Food Manutact 

Fibres — Pottery & Glass — Atom 


All published at: 
17 Stratford Place, W.1! 
Specimen copies on request 


Too Many New 


Products—continued 


the scheme will be half of that to 
the N.F.L, representing for the 
smallest member an outlay of 
only 15s, 9d. per year. 

The Federation also proposes 
to publish four catalogues 
domestic hardware, tools, electri- 
cal goods, and builders’ supplies. 
The domestic hardware catalogue 
(20 pages) is to be directed to 
the housewife and householder, 
and is to be produced in two 
colours, cost to members being £1 
for 50 copies, or £1 8s. 6d. per 
100 for lots of 2,000 or over. 

A report on the gift token 
scheme which, apparently, had 
not been successful so far, was 
discussed and it was decided to 
continue the scheme, The report 
was presented by Mr. J. L 
Pearson who, at one point, said 
the present token card (see illus- 
tration) was not only unattractive, 
but was, apparently, misleading. 
One customer had said: “At first 
glance | thought it was some- 
thing to do with a building 
society.” He suggested that birth 
day, wedding and Christmas cards 
at varying prices might be worth 
considering The public's lack 
of knowledge of the scheme could 
be overcome by publicity. 

* * 
UBLICITY for the poultry 
trade was advocated at the 

annual mecting of the National 
Federation of Wholesale Poultry 
Merchants last month (Meat 
Trades’ Journal, June 22). 

Referring to an anneuncement 
on publicity in the annual report, 
the chairman, Ald. D. Cowling, 
said that if they were going to 
publicise and advertise the trade 
effectively it would mean spernd- 
ing a certain amount of 
money, but any benefits from 
this advertising would go to the 
trade as a whole, whether pro 
ducer, Wholesaler or retailer. To 
those people who were averse tv 
spending money in that direction, 
he would say that if they analysed 
all the successful and large busi- 
nesses in the world, they would 
find their success had been due to 
advertising, If they made a suc- 
cess of any publicity scheme, it 
would improve trade all round 
and he was hopeful that in float- 
ing this project they would get 
support from certain govern- 
ments, shippers and the retail 
trade 

Mr. L. A. V. Juniper said they 
had to realise that their trade 
would have to battle for its posi 
tiom against other food trades, 
and the quantity of poultry now 
being imported was at least 
double that of pre-war. If the 
poultry trade could, therefore 
during the next two years, really 
establish itself before the public 
and as a trade could offer what 
the public wanted, they would 
have the apportunity for definite 
expansion 

If they missed the opportunity 
now, they might miss it for ever. 


They should also take the oppor- 
tunity of educating the public 
into eating poultry, helping 
people in its preparation and 
cooking. 

* * * 


HESE notes by “Diarist,” in 

the June 1 issue of Iron- 
mongers’ Weekly are self-explana- 
tory: 

A store advertisement in a 
national newspaper offered a 
four-piece glass ovenware kit- 
chen set for 17s. 6d. The ad. 
was illustrated. The set com- 
prised “one roasting dish, one 
square pie dish, one oval pie 
dish, one round covered cas- 
serole.” The casserole was 
drawn with the top half or 
cover elevated to show a whole 
chicken inside it. Reaction was 
that if that casserole takes a 
chicken, and the other dishes 
are in proportion, the set is a 
wonderful bargain 

I rang the store. Am assis- 
tant in the glassware depart- 
ment sounded amazed and 
slightly scornful when I asked 
if the casserole was a full- 
sized one. 

“Oh, no, sir. Such a casserole 
by itself would cost Ils. 6d.’ 

But when I asked precisely 
what size the dishes were, she 
was unable to say. All of 
which seems to call for some 
explanation by the advertisers. 


OSIERY manufacturers and 
wholesalers have become 
very worried over the increasing 
number of attempts to pass off 
non-nylon stockings as nylon 
by marking packages with the 
word “Nylon” in very large letters 
with, underneath, in tiny lettering, 
such words as “Spliced toes and 
heels” (Drapers’ Record; June 24) 
The result is that National 
Hosiery Manufacturers’ Associa- 
tion and Wholesale Textile Asso- 
ciation is to make a joint ap- 
proach to the Board of Trade to 
try to get the practice stopped 
They want it to be obligatory 
that all wording in such cases 
should be of the same size letters 
The same issue announces that 
the first international exhibition 
of knitting machinery and acces- 
sories to be held in England since 
1936 is to take place at Granby 
Halls, Leicester, on October 
11-21. 
* * 
HE Co-operative Union is 
planning to amalgamate all 
the retail co-op. local gift voucher 
schemes into a_ standardised 
national arrangement to operate 
among all such stores in England, 
Scotland, Wales and Northern 
Ireland (Drapers Record, June 
17). The Union plans to issue 
books of vouchers in Ss, and 10s. 
denominations, to be sold in 
branches at face valuc. Societies 
will be charged cost price for 
the vouchers, which may be ex- 
changed by customers in any de- 
partment at any Co-op. store, or 
for goods from the C.WS. “By- 
Post™ Service. The dividend will 
be paid to the exchanger of the 
voucher 
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Have you a 


product or 
Service to offer 
EXPORTERS ? 


if you have, you will find 
the advertising columns 
of The Merchant Ship- 
per inval able in keeping 
your name before the 
Export Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisemen: will 
be constantly before the 
individual who can use 
your product or service. 


Spec: copy and ing rotes 
will be sent on applicetion to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone : Royal 5322 


RIDLEY’S 


WINE & SPIRIT TRADE 

CIRCULAR 

ESTABLISHED OVER 100 YEARS 

e 

Announces Special Issue for 
Christmas trade orders in 
October next. Agents planning 
wine and spirit campaigns send 
for special one issue rates to: 


110, CANNON ST., LONDON, E.C4 
Phone: Mansion House 2910-6100 


GRANTLEY’S 
FOR 
LONDON THEATRE 
PROGRAMMES 


There is no better reminder medica 
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TRADE & TECHNICAL ADVERTISING 


A Technical Campaign In 
Five Phases 


DVERTISING of the 
mechanical handlingequip- 
ment—hoists and cranes— 
made by Aabacas Engineering 
Co. Ltd. of Birkenhead, has been 
planned in five distinct phases by 
the agents, Good Publicity Ltd. 
By the end of the year, over 140 
advertisements, spread over 15 
journals, will have appeared. 
Phase 1 was devised mainly 
from the aspect of name prestige, 
full advantage being taken of the 
names of famous firms who use 
Aabacas equipment, and the 
slogan “Aabacas rise to the 
occasion” evolved. Media selec- 
tion was a litfle difficult, because 
such products can be used in 
every imaginable trade and 
industry; so a_ three-prong 
programme was decided on—to 
reach mechanical experts and 
architects, the engineering indus- 
try. and business executives A 
circularising campaign, with a 
new folder, was integrated with 
the trade advertising 
Phase 2 dealt with Aabacas 
hoists in particular, the ads. 
alternately bringing out technical 
features and illustrating appli- 
cations This was necessary 
because at the time Aabacas were 
generally better known for their 
overhead travelling crane work 
than for their hoist blocks. The 
high spot of this campaign was 
a double page in two colours 
in the March Mechanical Hand- 
ling. A start was also made in 
the field of export with adver- 
tising im the overseas edition of 
Machinery Lloyd 
Phase 3 was a concentrated 
campaign built around _ the 
Mechanical Handling exhibition 
A distinctive stand was designed 
with a big letter “A™ as a 
disténguishing feature—and pro- 
motion matter inviting prospects 
and old friends to the stand was 
sent out The technical press 
scheme was greatly extended both 
in sizes of space and the number 
of journals used 
Phase 4 comprised a series of 
three advertisements on overhead 


travelling cranes and led 
smoothly to the new campaign, 
phase 5 This will consist of 


a series of ads. in which the 
company will offer their services 
in solving handling problems, the 
selling of hoists and cranes being 
incidental. The aim will be to 
tempt readers to look for “what 
Aabacas are saying this month,” 
and so to keep the name Aabacas 


in mind against the day when 
such equipment is needed 

Each advertisement will carry 
at the foot a brief, technical note 


about an Aabacas product and 
a coupon will invite inquiries for 
literature 

Of the new Aabacas catalogue 


produced to back up the new 
campaign, our critic writes: 

The designer of the new 
Aabacas catalogue has handled 
a difficult subject exceedingly 
well and has given us an 
excellent piece of technical print 

The catalogue measures 11 in 
x 84 in. and is, printed two colours 


One of the new advertisements in 

which selling is secondary to the 

offer of expert help in solving 
handling problems. 


on heavy art with coated cover 
boards using a third colour. The 
cover design is very effective, the 
artist having used a hook block 
as the only feature and a free 
dry brush technique in black with 
blue dragged over a white ground 
The name Aabacas cast on the 
block puts over the company’s 
name and obviates any lettering 
other than the slogan “rising to 
the occasion” running diagonally 
across the full width from bottom 
left to top right. The third 
colour, biscuit, is introduced here 
in condensed sans lower case 
drawn lettering. For overall 
effectiveness and sheer economy 
of line this cover must take fuil 
marks 

Inside, the artwork is just as 
good and the general layout 
presents the material to the best 
possible advantage. Squared-up 
photographs are avoided, excert 
on one double page spread, and 
a freedom and rhythm is obtained 
by use of free shapes. 

Detail drawings accompanying 
the data tables are in white line 
on blue and there is a fully 
sectioned perspective wash draw- 
ing of an electrical hoist block 

Text is set in Rockwell with 
Gill for most of the captions 

Finally, the entire production 


was carried out in five weeks 
Printer was Wilmer Bros. of 
Birkenhead. 
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* 
Export advertisers 
please note... 


Enlist the support and direct assistance which 
British INDUSTRIAL EQUIPMENT will give 
you in selling industrial products overseas. 
Each month’s issue goes straight to thousands 
of carefuily selected large manufacturing 

industrial 


organisat 
Include this sound trade and technical export 
advertising medium in your forthcoming 
appropriation and ensure well directed and 
continueus publicity for your products and 
services overseas. Write or telephone for 
fuller details NOW .. . 


Watch for further information about B.1E. in the 


—BRITISH 
INDUSTRIAL 
The Journal based on Service 


180 FLEET STREET 
LONDON, E.C.4 


A reliable medium 
for 
HOME & EXPORT 


Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice 
Tuesdays & Fridays 


Published by 
METAL 
INFORMATION 
LTO 
Mowe 
2). Albemarle 
Londen, Wi 


Business news and technical artictes of vital 
interest to engineers ————everg week in the 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


MAKE SURE IT IS ON YOUR TECHNICAL ADVERTISING 
SCHEDULE 


EMMOTT & COMPANY 
mare 


BEDFORD STREET. LONDON WC) 
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FRIDAY, JULY 7. 1950 


EXCLUSIVE NEWS FROM THE KOREAN E BATTLE ZONE 


Korea is the world news flash-point, 

and the News Chronicle today again 
exclusive reports from the war 

zone. jack Percival, whose dispatches to 
this newspaper from Far East fronts in the 
campaigns against the Japanese attracted 
nation-wide attention, is the latest repre- 


sentative of the News Chronicle to reach 
the Korean fighting xone. 

His first message, printed below. is 
supported by a dispatch from Homer 
Bigart. Today, too, the News Chronicle 
presents the views of its distinguished 
| Military Critic (on Page Five). 


Mar og Higgins. whose messages 
to the s Chronicle first lifted the 
curtain on mage Communist menace in 
South Korea. is now known to have 
reached safety after being cut off by the 
yay enemy columns for more than 


AMERICAN SAOVING 
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South" Korean"riflemen 
watch for movement in Communist territory. 
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NEWS CHRONICLE 


The News Chronicle, quickly following its initial enterprise in Korea—it was the first British 

newspaper to print dispatches from the front—scored again last week when JACK PERCIVAL became 

another of its representatives in the fighting zone. ’ 
Covering the battle area the News Chronicle now has three on-the-spot correspondents : 


JACK PERCIVAL, remembered by readers of the “News Chronicle’ for his brilliant reports from 
the Far East fronts in the campaigns against the Japanese. 


HOMER BIGART, special correspondent with the American Forces in Korea. Bigart received 
Pulitzer prize for work as Pacific War Correspondent. 


*MARGUERITE HIGGINS, one of America's outstanding foreign correspondents, first reporter 
to send messages from the Korean fighting zone to a British newspaper. (The “ News 
Chronicle’’ on June 29 printed her graphic story of the fall of Seoul — the only first 
hand report to appear in any newspaper in this country.) 


*Last week Marguerite Higgins was cut off by the advancing enemy columns. After 48 hours it be- 
came known that she had reached a position of safety and since then her dispatches have been resumed. 
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COMMERCIAL FILMS 


Reviews Of New Productions 
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These Films Are “Selling” Industries 


This month’s films seen by PAUL NUGAT are mainly 


FTVHE more technical a film is, 

the more subservient the 
visual side becomes to the sound 
track. 

“Pulverised Fuel” is highly 
technical. Its very subject matter 
makes no appeal to the eye and 
emotions; its impact is upon the 
brain—the brain of the specialist 
and student of fuel technology 

In the last ten years, the con 
sumption of pulverised fuel has 
risen from two million tons to 
six million tons, and the film 
begins with a brief history of 
pulverised fuel firing and its 
application to large boilers. After 
explaining the advantages of 
pulverised fuel firing, animated 
diagrams are used to show cuals 
with widely differing character 
istics being burnt in varions 
designs of furnaces Further 
sequences deal with the pulver- 
ising mills, ash disposal, extrac 
tion of dust from the flue gases 
operating technique, control 
panels and meters 

The significance of this film, 
which has been produced by 
Technical and Scientific Films 
Ltd. of the Producers’ 
Guild, for Babeock and Wilcox 
Ltd, is the intensive research 
being made to raise the standards 
of fuel-combustion, in order to 
conserve our coal resources 

The film runs for 40 minutes, 
and will be available on 3§ mm 
or 16 mm. to scientific institutes 
and colleges and industrial bodics 
from the end of July 


How Workers Can 
Keep Fit 


\ HEN the first census of 

workers suffering from 
Dermatitis was taken in 1948 
the year of the National Insurance 
Industrial Act-—it was found that 
9.012 workers were victims of 
this complaint 

Now the C.O.L has produced 
a film, made by Crown Films 
which tells both management and 
workers how to take the preven 
tive measures, which can dras 
tically reduce the incidence 
this sickness The casu 
figures may not seem large 
in terms of lost working h 
they are considerable. Unk 


worker receives early med 


attention he may be off work 
three months or longer. 

The film shows the demoralis- 
ing effect of this complaint on 
several workers and the fight of 
a new work's medico to combat 
fresh cases in certain parts of the 
works (where the incidence is 
highest) by making minor altera- 
tions to the lay-out of machinery 
and raising the standards of 
personal hygiene. 

The film, running 
minutes, studiously avoids ‘a 
lecturing attitude and arousing 
fear in the unfortunate worker, 
who may through no fault of his 
-_ contract industrial derma- 
titis, 


Radar Film For 


Sailormen 


T took Mercia Films Ltd. more 
than one year's steady work 
to produce for the Admiralty one 
of the most technically-advanced 
scientific films any commercial 
company has ever attempted 
“Centimetric Oscillators” was 
made in three parts, giving radar 
instruction for officers and rat- 
ings, Who already possess con- 
siderable knowledge of the subject. 


time 15 


The Story Of 


Steel Production 


HERE are six main steel pro- 
duction areas in Great 
Britain, and the Iron & Steel 
Federation has sponsored a film 
about each area to give boys of 
school-leaving age an_ insight 
of the conditions in the industry 
Two of these films—covering 
the North-West and the Midlands 
have been produced by Data 
Ltd. The process of producing 
billets of steel of exact dimensions 
in a Midland plant is shown 
Alongside, boffins are seen hard 
at work, perfecting precision 
instruments 
In the North-West 
the steel industry—the audience 
is shown the gigantic Bessemer 
converter producing steel from 
iron-ore on the same principles 
first applied nearly a century 
ago, The skill of the blower 
the man who decides the exact 


home of 


concerned with industry. 


Some of them will play an 


important part in relations between managements and 


workers. 


moment the iron ore has been 
converted into stec!—will raise a 
ripple of admiration in any boy 
audience. 

Both films are well photo- 
graphed and they have excellent 
commentaries. The dialects of 
the commentators are appropriate 
to the districts 


Nothing Safer 
Than Air Travel! 


T is perhaps unfortunate that 

air accidents are big news, for 
nothing is safer than travel on 
British air routes 

“Into The Blue,” a Crown Film 
Unit Production, is 2 timely film 
and a very good one 

Concentration on design for 
war left our aircraft designers 
under a great handicap when the 
international struggiec for mastery 
of the commercial air routes was 
resumed, but this film will give 
any audience anywhere absolute 
confidence in the skill and enter- 
prise of B.E.A. and B.O.A.C 

Whether glinting in the strong 
light of the Caribbean, topping 
the summits of European moun- 
tain ranges, or unloading our 
exports in the Far East, these 
British aircraft give the impres- 
sion of skilful design 


Where Mr. Cube 


Comes From 
AVING shown Tate & Lyle’s 
sugar film “Crystal Clear” 

203 times to an audience of 
11.000, the distributors, Aims of 
Industry, are now busy launching 
the educational version of this 
film entitled “Cane to Cube.” 

The essential difference between 
the two films is that the educa- 
tional version has had the anti- 
nationalisation end-reel lopped 
off and a number of new inserts 
made on the refining of sugar 

If Local Educational Authori- 
ties take kindly to the film there 
will be twenty lively minutes 
many class-rooms 
Jamaican voice will 
children for the first ten minutes 
as they watch sugar cane being 
cut by the plantation workers and 
loaded on to trucks and trains 


Others are highly scientific and educational, 


The chemical processes cf 
sugar refining are illustrated and 
cubes packed to the accompani- 
ment of “hot” music. Verity 
Films Ltd. were the producers. 


Banking And 
The Farmer 


ANKING and the Farmer” 

is a 45-minute film, made 
by a Pathé Documentary Unit 
for a group of banks. To any- 
body unfamiliar with present day 
relationships between banks and 
the farmer, the banks might 
strike them as being benevolent 
institutions rather than commer- 
cial ones. The fact remains, how- 
ever, that farmers have been 
safer borrowers since the war 
than at any time in living 
memory. 

Pathé mastered the difficult 
task of relating the paper work 
inside the bank to the needs of 
the farmers with visual smooth- 
ness ably supported by a good 
script. 


The Workers 


Are ‘Film Stars” 


HE fourth issue of “Ingot 

Pictorial” —the monthly news- 
reel of Richard Thomas & 
Baldwin Ltd.—has yet to develop 
into the good house organ it is 
intended to be. Even allowing 
for the interest that staffs display 
on seeing their fellow workers on 
the screen, 1 believe enthusiasm 
will flag if the selection and pre- 
sentation of the contents is 
parochial 


“Mining Review” 
Is Outstanding 


HREE new numbers of 

“Mining Review,” the monthly 
magazine produced by Data Ltd 
for the National Coal Board, 
reveal a rising standard of pro- 
duction. The series is now out- 
standing among the monthly in- 
dustrial reviews. Recent human 
stories include those of the miner 
who left the pits to make a suc 
cess of a tight-rope act in a 
circus. and the miner who built 
himself a home in his spare time 
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BRITAIN’S KEY 
INDUSTRIES 


The industries indicated by 
published from this Office are 
e the key 
they occupy the and well-being 
of the country 


The Railway Gazette 
A journal of Railway Managemen 
Engineering, Operation and Railway 
News Single coptes Is. 6d 
Prepaid Annual Subscription £3 10+ 
Dievel Railway Traction 
A monthly review of world-wide 
developments io diese! - engine 
desian and diesel railway traction 
operation. Single copies 2s 
Annual Subscription 
Shipbuilding and Sb 
A journal of Shipbuilding 
Engineering. Docks, Harbours and 
Shipping Single copies Is. 6d 
Prepaid Annual Subseriptio nm £3 108 
Power and Works Eagi 
A practical journal for Plant Owners 
Engineers, and Works Managers 
Single copies 2s 
Annual Subscription 245 


wa Colonist 
only journal exctusively covering 
the Colonial Empire as & whole 
circulating monthly throughout 40 


territories, and having for its 
Principal object the weifare and 
developmen of the Colonies and of 
Briish and Colonial trade and 
el industry. copies 25 
Prepaid Annual Subscription 205 
Caltiery 


oractical journal for Colliery 
Managers and Engineers, and manu 
facturers of Collhery Equipment 
Single coptes 2s 
Prepaid Annual Subscription 245 
Coke and Gas 
A technical journal dealing with the 
scientific technical problems 
involved ig the production of coke 
and gas in coke ovens and gas 
Single copies 2s 
Annual Subscription 245 
The Industrial Chemist 
A journal devoted to the progress of 
applied Chemistry and Enginecring 
Single copies 25 
frepaid Annual Subscription 24: 
A practical journal devoted two 
Architecture and Building Practice 
Single copies 25 
Prepaid Annual Subscription 24s 
vod 
A practical journal, authoritatively 
written, superbly illustrated, dealing 
with the growth, marketing and use 
of wood 2 all tts forms 


ingle coptes 25 


Prepaid Subscription 245 
Food 
A journal devoted to the manufac 


ture, packing and marketing of pre 
cessed foodstuffs, and of the utmost 
value to firms supplying equipment 
or materials for the food indusiry 
Single copies 2s 

Annual Subscription 245 


wer 
A technical journal devoted to the 
study of all aspects of Hydro 
Electric Development Published 
alternate months 

paid Annual Subscription 

The Railway Magazine 
A popular magazine containing 
iNustrated articles on Railways and 
ocomotives Published = month 

Single copies 2s 

Prepaid Annual Subscription 
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Robinsons - 
CUSTOMERS! 
matter the weather, you can 
| always be sure they will be 
there! Over 15,000,000* of 
them — or more than half 


| 
| 
| So are the Smiths and 
} 


public - 
through Presburys - 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


The Browns 
are at the 
Pictures ! 


OUR 
No 


total cinema-goin 
can be reach 

the 
introduced 


to National 


who first 
screen 


Advertisers. 


The quality of Presburys’ 
production 
slides is unsurpassed ~ and, 
what is more, they PULL 
RESULTS! 


*Based on 40%, of capacity attendance. 


PRESBLURYS 


S. PRESBURY & CO.,LTD 
GLOUCESTER HOUSE 
19 CHARING CKOSS ROAD, W.C.2 


of films and 


Whitehall 3601 


WOWCARDs 4 
CARDS: 
"POSTERS 

N) Conte 


SILK ARTS | 


97 SHIRLEY ROAD. CROYOON 
aoo 


‘scomee 314 


SPEEDY SERVICE 
EXPRESS 
DELIVERY 


POSTER SITES 
BULLETINS 


HARROW 
BILLPOSTING 
COMPANY 
$37. Spring Street, W.2 


PADDINGTON 
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The Problems Of Film 
Distribution Abroad 


HENEVER a _ sponsored 

film of interest is pro- 
duced there inevitably arises the 
question of overseas distribution. 
Sometimes this can be done quite 


simply, through Government 
channels such as the British 
Council, C.O.1. or the Foreign 


Office, but quite frequently it is 
necessary or desirable that a film 
shall be exported (or imported) 
privately. 

In these days of governmental 
trade restrictions such as foreign 
exchange control, customs regu- 


lations and import licences, the 
passage of a film from one 
country to another is far from 


straightforward. However, given 
an understanding of the general 


requirements it will be found 
that the various obstacles are 
surmountable 

Before sending a film abroad, 
even to a British colony, first 
inquire from ‘the consignee 
whether he is in a position to 
import the film or not. It is 


policy, when doing this, to send 
out pro-forma invoices giving the 
title, a description of the type of 


film, e.g. 16 mm. sound educa- 
tional (generally speaking, the 
term advertising is to be avoided) 
the length in feet, and the 
nominal value. If the film is 
being sent Charge” state this 
very plainly, and use the term 


“sera gratis.’ Obviously, under 
such circumstances the consignee 
has the best chance of securing 
both an import licence and subse- 
quent duty free éntry. 


Bank Of England 
Authority Needed 


In the case of non-sterling 
areas, it 18 necessary, when send- 
ing a film out of this country, to 
obtain from the Bank of England 
authority to do so. This entails 
the use of a form, C.D.3, which, 
when completed, must accom- 
pany the consignment. Even if 
a film is being sent out free of 
charge compliance with this 
requirement is essential. In 
particular, the Bank should be 
informed whether the film is 
being sent out on loan or for 
permanent retention 

After it has been agreed that 
the film may be exported, the 
next step is the preparation of 
invoices. Most countries ask for 
a certificate of origin and often 
this takes the form of a combined 
document—invoice and certificate 
of origin. Special forms may be 
obtained from commercial 
stationers or printers such as 


By E. Mitchell Greenwood 


Waterlows and the Chatsworth 
Press Limited. 

Some countries, particularly of 
Southern America, require con- 


sular invoices. Obviously it is 
not practicable to list all the 
requirements here; not only are 
they so varied, but in addition 
they change from time to time. 
The detailed answer may be 
obtained from the embassy, 
consulate or other office of the 
country concerned. If it is 
proposed to export films to many 
different countries, something in 
the nature of the International 
Mercantile Diary and Shipping 
Year Book will be found of 
inestimable value. 


How To Get 
Customs Relief 


The actual despatch may be by 
post, air or sea, speed and cost 
being the deciding factor Gener- 
ally speaking, despatch by sea is 
the least desirable method. There 
afe various transport companics, 
such as the Northern Transport 
Agency who specialise in film 
transport and undertake packing 
and despatch. Incidentally, they 
are always willing to advise on 
matters of documentation. 

When considering exportation 
of sponsored films one of the 
primary interests is relief from 
customs dues. Under section 7 
of the Finance Act of 1935 (see 
H.M. Customs and Excise Notice 
No. 59) educational films 
imported from British Common- 
wealth and Empire countries may 
be admitted duty free. This is 
conditional upon certificates of 
education being obtained. At 
first sight, this would appear 
rather limited in value, but in 
actual practice, if films made ia 
this country are similarly certified, 
it will be found that duty free 
entry, not only within the Empire 
but in many foreign countries, is 
facilitated. 

Certification is carried out by 
the British Film Institute on 
behalf of the Ministry of Educa- 
tion, and application should be 
made direct to the BF1I. The 
fee charged for viewing is 6s. 8d. 
per reel (400 ft. 16 mm.); this 
includes two copies of the certifi- 
cate, should certification be made. 
Further copies may be obtained 
at any time at 2d. each. 

In order to import free of duty 
any film which is considered 
educational, it should be sent 
under customs seal to the British 
Film Institute who will, if the 
certificate is granted, notify the 
Customs Office and clearance will 
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be authorised. If certification is 
not made it is possible to get 
relief under Section 8 of the 
Finance Act 1936 (see notice 369). 
This is done dy getting a licence 
from the Secretary, H.M 
Treasury, Great George Street, 
London, S.W.1, this licence being 
granted in cases where the film 
is to be used for scientific 
research. the advancement of 
learning or art, or the promotion 
of sport, subject to a proviso that 
the films are not intended to be 
sold or used for any purpose 
which is substantially commercial 
Reimportation of films sent out 
on loan is eased considerably if 
the precaution of sending them 
out under customs seal is taken. 
In this case, the procedure is to 
complete a 116 (sale) form and 
then, when the films are ready, 
notify the local customs offices, 
who, after superintending the 
packing, will seal the parcel. 
This will facilitate the re-entry, 
but unfortunately, although it 
may be regarded as official proof 
of exportation it will not absoive 
the consignee from obtaining a1 
import licence It may seem 
paradoxical that one has to obtain 
this to get back one’s own film 
when there already exists proof 
that it left the country, but the 


necessity is there, although gen 
erally it may be considered 
merely a formality, which does 
not present much difficulty 
Further, it is desirable that 
these formalities should be com- 
plied with, even if the film is 
taken out in personal luggage 
Some customs officers may ignore 
these rules, but even if the film 
has gone out under seal, its return 
in baggage will render the carrie: 
liable to a fine, together with the 
possible impounding of the film 
Obviously the import licence 
will be necessary when importa 
tion of foreign films is desired 
In such cases it is advisable to 
obtain this prior to the despatch 
of the films, application being 
made on a form LL.D./ Films 
and sent to the Board of Trade, 
Films Branch, LC. House, 
Millbank, S.\W.1 
From the outlines of procedure 
given it will be realised that the 
international exchange of films, 
although usually quite practicable. 
requires a great deal of patience 
it is good to know that 
J is investigating the 
problem and will, it is hoped, 
eventually hammer out an inter- 
change scheme which will be 
acceptable to most, if not all, 
countries. 


Film Editor Writes 2% % 


“(NOWMANSHIP” is the pro- 
visional title of a three- 
reel film in Kodachrome, which 
Trident Films Ltd. are to make 
for British Oil & Cake Ltd. 
Agricultural circles will be inter- 
ested to hear that the theories of 
Professor Boutflour, of the Royal 
Agricultural College at Ciren- 
cester, will be expressed in 
coloured animated sequences and 
drawn by Polytechnic Films Ltd 
Most of the film will be shot 
on the farms belonging to the 
College 
* * * 


IMS of Industry have just 
compiled the results of their 
winter session of mobile shows. 
Their units gave 250 film shows 
to industries all over the country. 
Most of these shows, Mr. D. 
Hunt tells me, were given in the 
latter part of the day. Where 
workers are on piece rates, 
Management and workers are 
usually prepared to meet each 
other half way, so that half the 
show is given in the employer's 
time, the other half in the 
workers’ time. 

Main obstacle to film shows ia 
modern factories is the difficulty 
and expense of erecting black- 
outs in canteens, where much of 
the structure is glass. 

* * * 


FILM to lure the fisherman 
who enjoys the sport of 
doing battle with the tuna fish 
comes from the National Film 
Board of Canada. 
“Tuna Fishing.”— a 20-minute 
colour film, is a detailed study of 
the dawn thrill of waiting for 


these huge fish to surface, and 
then feeding them with bait until 
they follow the fishing smack and 
finally take the hook on the end 
of piano wire. The struggle 
between fisherman and fish is 
excitingly shot. Unfortunately, 
the director of the film fell ir 
love with his subject and made it 
overlong 

A second film, “Vitamin D.” 
is a short 4-minute film, impress- 
ing upon mothers the importance 
of giving their young children « 
daily dose of this vitamin 


* 


OW in its 37th year, the 
Kinematograph Year Book, 
1950 (Odhams Press Ltd., 21s.). 
is even more comprehensive than 
its predecessors in that it includes, 
on page 165, a review by R 
Howard Cricks, F.B.K.S., of tech- 
nical developments in studio 
equipment during 1949 Back 
projection, mobile  rostrums, 
compact-source units and the 
latest devices for packing-up and 
moving scenery are some of the 
subjects covered by Mr. Cricks’ 
most informative article. Among 
the regular features are a survey 
of British production last year by 
P. G. Baker; a financial review 
by V. J. Burtt; “The Legal Out 
look,” by Norman Hart, consult- 
ing solicitor to the Cinemato- 
graph Exhibitors’ Associatio., 
and a section devoted to sub 
standard films. With its classified 
and general trade directories and 
lists, this is a book which should 
be within easy reach of all con 
cerned in any way with the world 
of film. 


THE BROOK 


CONTINUOUS FILM 
PROJECTION 
CABINET 


1951 FESTIVAL OF BRITAIN 


The “Brook” is particularly suitable for the projection 
of films at Local Exhibitions. Other methods are 
also available. 

We will gladly advise on the type of installation 
most suited to particular requirements. 

This same projector was used at the Tate & Lyle Stand 
of the Ideal Home Exhibition, where five cabinets 
were installed in series. 


For all particulars write to 


SOUND-SERVICES LTD. 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD) 
GUILD HOUSE, UPPER ST. MARTIN'S LANE: 
LONDON, W.C.2 


Film Library and Works 
269 KINGSTON ROAD, MERTON PARK, 
LONDON, 8.W.19 LiBerty 4291 
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EDUCATION in market re- 
search, and the status of the 


Market Research Society in 
promoting that education, is 
an important 
considera 
tion with 


Society's new 
p resident 
Iwo of his 
objectives 
are that 
there should 
be a much § 
wider appre } 
ciation of 
the need for 
market re- 
search in 
many fields 
of business, and that the Society 
should play a bigger part in the 
field of examinations. He tells me, 
incidentally, that the Society's 
forthcoming textbook, now well 
on its way to completion, has 
been designed for students as 
well as practitioners, as regards 
content, size, and price 

Cranch was secretary-treasurer 


Graeme Cranch 


of the Society, 1947-49, and vice- 


Mainly Perdsonal— 


By CONTACT 


president, 1949-50. He is a council 
member of the European Society 
for Market Research, and chair 
man of their very important 
membership and standards com- 
mittee, which is studying the 
problem of raising technical 
standards throughout Western 
Europe. 

Having been schooled in the 
classics, he studied economics and 
received his first business train 
ing with Rowntree’s in many 
parts of Britain. A Territorial, 
he served for nearly 64 years ia 
the Gunners. In 1946 he went to 
Mather and Crowther as head 
of the research department. 


AFTER FORTY years in adver- 
tising, thirty years of which he has 
been an advertising manager, 
Harold Goodman has retired 
from the Avon India Rubber Co. 

When he first started in adver- 
tising the stalwarts of those days 
included such men as Wareham 
Smith, Murray Alison, Jack Aker- 
man, George Orange, Charles 
Higham, and Thomas Russell. !: 
was Thomas Russell who, after a 
rigorous test, introduced Harold 
to Hartland Swann, of Icilma, 


MEDWAY TOWNS 


CHATHAM 
BSERVER 


58 HIGH STREET, CHATHAM 
vorwoon ARTHUR CLAY, 80 FLEET ST. cen 7300 


the DOCKYARD 


whom he served for 14 years, first 
as pupil and later as advertising 
manager. When Lever Bros. took 
over Icilma, Harold joined the 
Anglo American Oi] Company as 
advertising manager and was 
there when they introduced 
Ethyl Petrol 

It was in 1931 that he joined 
Avon India Rubber as advertising 
manager. During these long years 
many interesting campaigns have 
been controlled by him and 
many notable successes have been 
achieved 

For his public work for adver- 
tising and selling, see the news 
page in this issue. May he have 
many years in which to enjoy the 
retirement he has so well de- 
served. 


WELL KNOWN to many in Fleet 


Street—for he has been in pub- 
lishing since he was 14—is A. H 
Wren, who was awarded the 
M.B.E. in the last Honours List 

Wren started with William 
Standring & Co., who were at 
the time publishing the Motor 
Trader and Motor Cycle and 


Cycle Trader, subsequently taken 
over by Iliffe After five years 
he joined Eagland & Co., work 
ing mainly on the /ron and Coal 
Trades Review 

His next move—after serving 
in the 1914-18 affair—was to 
Benn Brothers, where he spent a 
happy 15 years, for part of which 
he was assistant advertisement 
manager of The Electrician and 
advertisement manager of The 
Chemical Age and of the annuals 
department. Then, after holding 
a number of executive posts with 
the Aldwych Press and spending 
a few months with Louis Cassier 
& Co., which also became part 
of Iliffe’s, he joined the Ministry 
of Information in 1941, being 
subsequently retained by the 
Central Office of Information. 


ADVERTISEMENT! managers 
can hardly be expected to have 
expert knowledge of all the com- 
modities for which they con- 
descend to accept advertisements; 
but when one holds that position 
on a trade paper, such knowledge 
does not do any harm 

Expertise (to use the fashion- 
able word) enabled G. S. Douglas, 
advertisement manager of Hul- 
ton'’s Farmers Weekly, to emerge 
successfully from the ordeal of 
judging. at the invitation of the 
Council of the Royal Norfolk 
Agricultural Society, the trade 
stands at their show at Sandring- 
ham, which was attended by 
Their Majesties on both days 
Three cups were awarded and 
Douglas was sole judge 

His job was not made any 
easier, he tells me. by the fact 
that the quality of stands at out- 
door agricultural shows has ad- 
vanced out of al! recognition 
since pre-war days 
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THAT HE now holds more 
motoring records than any other 
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Alan Hess 
man on earth is the belief of 
Alan Hess, Austin Motor Com- 


pany’s public relations officer 
Austin have now received from 
the American Automobile Asso- 
ciation the complete list of the 
156 U.S.A. records held by their 
cars. In these Alan's own personal 
score was no less than 149—S]I by 
himself alone, the remainder ia 
association with other drivers. 
All these records were set up ia 


standard production models 
exactly like those sold to the 
motoring public, and all the 


equipment used was 100 per cent 
British. So that Alan, whom the 
accompanying picture shows in 
full war-paint, has been doing a 
fine job of P.R.O. work for his 
country as well as his firm. 


LUCIENNE SYBERG, who was 
with G. S. Royds for 14 years be- 
fore her marriage, has collabo- 
rated with her husband on a 
novel, The Walley Under the 
Cross, just published by Constable 
& Co. It appears under their 
pen name of David Bruce, and a 
their first novel, though several 
of their radio plays have been 
broadcast. 

Background of the novel is the 
Oberammergau Passion Play, be- 
ing performed this summer for 
the first time since 1934 The 
story tells of the conflict of will 
and wit between the devout and 
peace-loving people of a moun- 
tain village, the identity of which 


is only thinly disguised, and the 
Nazis. The book has been de- 
servedly well reviewed and 


should prove popular both here 
and in America. _ 


—-. 


WEEKS WISECRACK 


“ The Radish Growers 
Association have _ in- 
structed us to repeat.” 
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CAMBRIDGESHIRE TIMES 


GR UP 
62,65 


: 2368 (2 


London 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


PERSONAL GIFTS THAT MEAN PERMANENT GOODWH( 


OUR ILLUSTRATED CATALOGUE IS NOW 
AVAILABLE SHEWING AN EVEN GREATER 
RANGE OF ADVERTISING GIFTS 


* 
Please write for your copy now or telephone CE Neral 1812/3 
for a representative to call 


R. SCULTHORP & CO. LTD 
BLACKFRIARS HOUSE, NEW BRIDGE ST., E.C.4 
THE PEOPLE WITH A GIFT FOR ADVERTISING 


THE FAVOURITE PRESENTATION 
GIFT FOR BUSINESS FRIENDS 
Enquiries for this and other lines to: 
CONRAD’S FINE ART PUBLISHING CO. 
193 Sloane Street - London S.W.I Sloane 6151-3 


We wish to contact leading designers and 
typographers Jor high class brochures and 
catalogues. Also artists who specialise, 

or wish to specialise in car illustration. 
Please apply to F. Francis, Art Director. 


ASTRAL ARTS GROUP LIMITED 


245, Vauxhall Bridge Road, London, $.W.1. Tel. Vie. 9903/6 


Staff Security for SMALLER FIRMS 


CS ser the “ Imperial Life” scheme firms employing SO or 
less can offer the same security to their employees as larger 
firms, whilst obtaining for themselves the maximum relief 
from taxation 

Attract and KEEP the right men and women with a property 
balanced Pension Scheme with Life Assurance Protection. lt 
means security for your staff and their familics—and a 
contented staff is a loyal one. 

Write for full details of the “ Imperial Life” Pension Trust 
Assurance Scheme to 


IMPERIAL LIFE assce.co.or CANADA 


ited Company 

DEPT. Awe, 28 ST ARE. 

General Manager’ W. Crowe Telephone WHiltchall 


WESTERN 21,500 
GUARDIAN— WEEKLY IN 


TOTNES TIMES | SOUTH & miv-vevon 


MID-DEVON | 


EN 2715/4571 


connstent 


SERVICE 


where you will receive 


Many concerns nd — then the 


wea plate ready for your machine 
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E STRAND LITHOGRAPHIC CO. LTD 
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CURRENT ADVERTISING 


Lintas Teasers For New Product 


Lintas Ltd. are shortly to 
launch a new product called 
Poem “--dedicated to beauty.” A 
teaser campaign has started on 
L.T.E. escalator panels. No 
further details are yet available. 
ACCOUNT MOVING 

To Glovers Ady Ltd., 
Bristol: C, A. Stokes & Co., Ltd, 
manufacturers of Eclipsol hair 
tonic. This account was formerly 
held by Glovers. 


NEW ACCOUNT 


To Glovers Adv Ltd., 
Bristol: Joseph Bryant Son, 
Lid., makers of caravan acces- 
sories. Caravan journals. 


NEW CAMPAIGNS 


For Summer Red, new Goya 
lipstick, in monthly and weekly 
women's journals and national 
dailies, to November. Agents: 
Colman, Prentis & Lid. 
For a combined offer promoted 
by Hudson & Knight Ltd., of one 
tube of Shavallo shaving cream 
and five Personna blades, in 
national dailies and selected 
provincial weeklies. Agents: 
Pritchard, Wood & Partners Lid. 
For Wills’s Whiffs, in national 
and provincial Sundays and 
national weekly magazines to 
October.—For Player's Whiffs in 
national dailies and Sundays to 
October.—-For Doncella Crown 


cigars, in selected national 
Sundays and sporting dailies io 
October. Agents: John Haddon 
& Co. Ltd, 

For Ariston cigarettes in the 
Rugby Advertiser. Agents: 
London Ltd. 


For Pyrene fire appliances, 
renewals in nationals. Agents: 
Nelson Advertising Led. 

For Emu wools, in women's 


journals, Agents: Willings Press 
Service Lad. 
For Patsy “crying dolls”, in 


national dailies during the pre- 
Christmas season. Agents: Gee 
Advertising Ltd., Leicester. 


Shariand Advertising Ltd. state 
that the word “part” should have 
been included before “Bermaline 
Bread” in the announcement last 
week that certain accounts had 
been taken over by F. W. Sears 
ltd. The Charies P. Watson 
Publicity Service, of Glasgow, 
also handles part of this account. 


FOOD LABELLING ORDER 

The requirement (not retained 
in the Labelling of Food Order, 
1950) that a prepacked food must 
bear on the label a statement 
showing the minimum quantity of 
food contained in the package, 
is not to be dropped. It will be 
embodied in an Order to be made 
shortly by the Board of Trade. 


Record Year For 
Kelly’s Directories 


Aggregate profits for Kelly's 
Directories . for the year 
ended February 28, 1950—a 
record year—were £1,175,573, 
after deducting debenture interest 
(£52,495 gross), depreciation, and 
all other charges, said Mr. Claude 
E. Wallis at the S3rd annual 
meeting. It was proposed to pay 
174 per cent for twelve months 
on the increased capital; there was 
thus an increase of 2} per cent in 
the Ordinary dividend. 

Kelly's Directories, said Mr. 
Wallis, carried on the largest 
directory publishing business in 
the world and also held the whoic 
of the share capital of Associated 
lliffe Press, which published 33 
weekly or monthly journals and 
a large number of technical 
books. 


Sales Managers Must Be 
“More On Their Toes” 


With Japan and Germany re- 
surging, and India, Australia, 
South Africa and other nations 
emerging as commercial competi- 
tors, British sales managers and 
their staffs must be more “on 
their toes than ever before,” said 
Mr. James Lenton, national chair- 
man, Incorporated Sales Mana- 
gers’ Association, in a luncheon 
talk to the London branch last 
week. 
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Ilford Display 
Electronic Flash 


Photographs 


Ilford Ltd., at their Galleries 
in Holborn, London, are present- 
ing a display of ultra high-speed 
photography, taken with the aid 
of electronic flash equipment, in 
all cases using Mullard flash 
tubes. 

While electronic photography is 
widely practised in Britain to-day, 
it is still relatively in its infancy, 
and the examples shown, in 
general, are rather of the obvious 
type—high-kick dancers, stage 
shots, etc. There is no doubt that 
for theatrical and sports work, 
the advent of the electronic flash 
has meant a big step forward. So 
far as its application to advertis- 
ing is concerned, there are two 
or three shots which promise 
developments: Walter Lockeyear 
e. A. Reuter) shows a girl with 

a tray full of plastic wine-glasses 
~ falling to the ground, with the 

*“They won't break.” It is 
pe arresting and unusual photo- 
graph. P. A. Reuter also show a 
print “Pin Money” which depicts 
a cascade of 5,000 pins tumbling 
into a scoop, during (one pre- 
sumes) a process of manufacture. 
Another industrial shot which 
could not otherwise have been 
secured is “Throwing a white hot 
rivet.” by the London News 
Agency.—E.W.S. 


The month 


of JUNE, 


STAR” 
CERTIFIED NET 


JANUARY — JUNE 1950 


SALES 


COPIES PER ISSUE 
1950, showed an average of 


1,246,783 copies per issue. 


The dramatic rise of ‘‘THE STAR” net sales, since 


circulations were freed, continues. 


| 
8 
3 
Da 
4 
‘ 
Ba 
‘ 
ag 
4 } 
by: | 
a 


Jury 13, 1950 


Agency Recognition Agreement Has 


Reduced Abuses—dH. R. Davies 


Benefits that had been gained 
as the result of closer liaison be- 
tween the Newspaper Society and 
the Newspaper Proprietors Asso- 
ciation during the past cight years 
were referred to by Mr. H. R. 
Davies, director of the Newspaper 
Society, when he addressed the 
Press Advertisement Managers’ 
Association on the work of his 
Society, last week. 

When something really 
“ticklish” arose on a national 
account the query was always 

“What are the London papers 
going to do?” Formerly liatson 
was such that it was only with 
the greatest difficulty that it was 
possible to find out. Now, 
through joint committees, this 
problem had been overcome. 

Mr. Davies described the agree- 
ment, made about eight years 
ago between his Society and the 
N.P.A. on the recognition of ad- 
vertising agencies, as most bene- 
ficial to the industry in general. 
There might still be small abuses, 
but they were of nothing like the 
magnitude that occurred before 
this agreement came into being. 

One of the regulations that 
had arisen from the agreement 
was that clients, or intended 
clients, must have no financial 
interest in the agency seeking 
recognition. “We are doing our 
best to see that dummy agencies 


do not get on to the register,” he 
pointed 

They also endeavoured to see 
that an agency had reasonable 
prospects and reasonably solid 
financial backing before it was 
registered. 

In the case of agencies who 
were inclined to take extended 
credit, the advertising committee 
of the Newspaper Society had re- 
commended that accounts should 
be settled within a month in 
normal circumstances, 

“I know before the war,” Mr. 
Davies continued, “there was a 
feeling among smaller newspapers 
that they could not put pressure 
on advertising agencies for fear 
of diminishing goodwill. ... 1 
do not think that is an active 
factor now.” 

Referring to the British Code 
of Standards Mr. Davies said: 
“We have got to demonstrate as 
an industry, newspaper as well as 
advertising, that we can exercise 
such a measure of control as will 
make government regulations un- 

ssary.” 

Some 20 years ago a Labour 
Government had prepared a 
patent medicine bill. lt was never 
passed because that Government 
fell. “Had this bill gone on the 
Statute book, patent medicine 
advertising would have been 
crippled.” he declared. 


Huge Mural Will Be 
Food Fair Feature 


. Press a ements for the 
British Food Fair, at Olympia 
from August 29—September 9, 
open to the public from 10.30 a.m. 
to 9.30 pm. daily, are being 
handied by O’Sheas, 101 Fleet 
Street, E.C.4. 


The Fair, which is spuaseeeg 
by the Food Manufacturers’ 
Federation, will feature a 1,200 
ft. run of mural paintings de- 
signed by Oswald Cuningham, 
showing the British countryside 
from sowing time to harvest. 

In addition, the Central Coun- 
cil for Health Education are pre- 
senting the “Transparent 
Woman,” an exact life-sized 
representation of a female human 
being, produced by the research 
and creative work of surgeons, 
sculptors, artists, health experts, 
chemists, engineers and ijlluminat- 
ing technicians. It will be used 
to demonstrate talks on nutrition 
and dict. 

The general organiser is Mr. 
George H. Grimaldi, and the 
architect Mr. Reg. H. Treleaven. 
Mrs. Darcy Braddell is acting as 
design consultant. 


Address of Studio Seven Ltd. 
is 47, Red Lion Street, London, 
W.C.1, not Red Lion Court, as 
stated in an advertisement last 
week. 
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Hill & Sherwin Take 
Over A. H. Grantham 


The old established 7. 
advertising agency of 
Grantham & Co. hay been pur 


Established in 1894, A. H. 
Grantham & Co. has been owned 
by Miss M. Jackson since the 
death of its founder in 1940. Be- 
cause of ill-health Miss Jackson 
has decided to sell her business, 
but she has been retained upon 

the staff in an advisory capacity. 

Oerhe original name and office is 
being retained, but the business 
will be operated as a branch of 
Hill & Sherwin Lid. 

Mr. lan F. Buchanan has been 
appointed manager and account 
executive. He was formerly a 
senior account executive with 
Grant Advertising Inc. in Cal- 
cutta. Mr. Leslie Brown, general 
manager and secretary of Hill & 
Sherwin Lid. has i the 
Board. 


New A.P. Office 
At Leeds 


The Leeds advertisement office 
of Amalgamated Press Ltd. has 
opened new premises at 40/42 
Albion Street, under Mr. J. Y. H. 
Bowden, A. P. North Eastern 
advertisement representative. 
Telephone: Leeds 22313. 


“THE STAR” offers an ever widening 
coverage of the families of Greater 
London and the Home Counties. 


It pays in the 


long run to advertise in 


World’s 


12-22, Bouverie Street, E.C.4. 


Second Largest Evening Net Sale 


ROY CLARK, Advertisement Director, 


"Phone: CENtral S000 
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IHAT T. C. Danks, manager of 
Charles Barker & Sons Ltd. who 
joined the company in 1912, has 
become a Liveryman of the 
Stationers and Newspaper 
Makers’ Company 

* * * 
THAT Monty Alexander, «it 
director, C. P. Wakefield Lid, has 
been presented by his wife Sonia, 
a former copywriter with Harrods 
Ltd., with a boy (Paul Adrian) 

* * * 
THAT Kenneth Koch, artist with 
V. Pethick Ltd, was married at 
Tufnell Park on Saturday to Miss 
Phyllis Jenkins. A Smiths clock 
was a wedding gift from the 
managing director and staff of 
Pethick's 

* * 
THAT W.R. Kingham, managing 
director, Kingham Advertising 
Agency Ltd. addressed the 
Wembley Rotary Club on Mon 
day last week on “Advertising 
from the Inside.” 

THAT A, W. Smith, director and 
media manager of Frederick 
Aldridge Ltd., wishes to thank his 
many friends in advertising who 
have sent many kind messages 
concerning his wife's long stay in 
hospital 


THAT Duncan M. Wilkie, direc- 
tor of Mail Marketing (Scotland) 
Lid., is now also a director of a 
new company, Gregallan Book 
marks Ltd, which is to distri 
bute advertising bookmarks to 
libraries throughout Scotland 
* * 
THAT a new toothbrush is to be 
launched shortly through one of 
London's larger agencies 
* * 
THAT New Writing, a quarterly 
publication, edited by John 
Lehmann in the Penguin series, 
publications in 
September 
* * * 
THAT a photograph of Jane 
Margaret, the Il-months§ old 
daughter of John Ridley, editor 
of British Radio and Television 
appeared on the front page of the 
Sunday Pictorial this week under 
the caption, “Baby, you're sweet.” 
* 


THAT the 
housemen Clerks & 
Schools near 


boys of the Ware 
Drapers’ 
Croydon won this 
year’s annual match against the 
trade Press. They were presented 
with the George Spencer cup by 
Mrs. G. Thornton Bridgewate: 
wife of G. Thornton Bridgewater. 
director of Women's Wear News 


ADVERTISING MANAGER'S CORNER 


Moliday Haunts 


We've all seen him 
the summer hotel ; 
pleasure cruise ; 


the harassed-looking type at 
the sad-faced nail-biter on the 
the man on holiday haunted by 


the ghost of the job he left behind. 


Could i be you” 


Or have you discovered how 


much more you can enjoy Mediterranean sunshine 
or Devonshire cider when we have laid the ghost 


of the office for you ” 
important 


When you know that the 
job you've entrusted to us is going 


ahead smoothly and on trme? 


distinctive showeards, clever cut-outs by 


HARRIS 


THE 


HARRIS ADVERTISING LIMITED 
Tei 


FIRM WITH 


EXPERIENCE 


29.30 KINGLY STREET, LONDON, W.! 
REG 3295-6 


The “Notley Noughts 
its first game on July 2, 
(Sussex) by SR runs 

their team by getting ducks. 


THAT Edward E. Preston, hono- 
rary secretary of the Publicity 
Club of London, was one of the 
five adjudicators of the Islington 
Road Safety National Poster 
competition 

* * 
THAT the Oldbury Chamber of 
Trade is using a weekly composite 
page of advertisements in its 
local paper under the heading of 
The Oldbury Chamber of Trade 
Shop Window.” 

* 
THAT the King, distributing 
trophies won at the Royal Nor- 
folk Agricultural Show at Sand- 
ringham recently, presented the 
si’ver cup for trade exhibits to 
Hoover Ltd., whose mobile exhi- 
bition was adjudged “best in 
show.” 

THAT W. Jefkins, Lian 
dudno’s publicity manager, is to 
judge the beauty and personality 
contest at Penmaenmawr’'s 
Holiday Queen Carnival” on 
July 19 

THAT a son has been born to 
Jean. wife of W. R. Wilkinson, 
of Rex Publicity Service, Glas- 
gow 

* 
THAI the American Medical 
Association will launch a cam 
paign in the U.S. in October 
supporting voluntary health insur- 
ance and attacking socialised 
medicine 

* * 
THAT Aldwych Advertising Pty 
Ltd.. of Melbourne, organised for 
Dunlop Rubber Australia Ltd. an 
art contest considered the biggest 
yet held in Australia, in which 
800 competed for £850 in prizes 
Winning entries will be repro- 
duced in the Dunlop calendar. 


THAT a Spiorama, something 
unusual in exhibition technique, 
was used at the recent annual 
convention of the National Asso- 
ciation of Real Estate Agents, in 
Miami, USA. The Spiorama 
consists of a single-floor circular 
building entered by a ramp over 
the roof, which leads into an in- 
ternal spiral pathway descending 
to the exit, with exhibition 
stands on one side all the way 
down 


cricket team of Ceeil D 
when it was beaten by 
Six Notley batsmen lived up to the name of 
The 
Pinewood Studios on August 6. 
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Notley Ltd. plaved 
Hurst Green C.C 
feams next 


game is against 


THAT a number of Cuban ladies 
have banded together to demand 
that girls in ads. wear morc 
clothes. And 
* 

THAT a Havana advertising man 
has been quoted as agreeing with 
them! 

THAT the Amefican 
Judiciary sub-committee 
ing monopoly will shortly start 
its hearings on newsprint. and 
will investigate charges that U.S 
and Canadian paper mills have 
conspired to create an artificial 
shortage 


Quick Work By 
“Telegraph” 

The Daily Telegraph had to 
work fast ta produce their map 
of Korea which was published 
on Wednesday The  carto- 
graphers put in many hours of 
overtime, drawing in the details 
from the latest information avail 
able. and in liaison with the 
‘Royal Geographical Society 


House 
study 


- translating the place names into 


modern Korean. It is the modern 
spelling which is being used in 
Press reports as opposed to that 
found in most atlases 

The map is published by “Geo- 
graphia™ Litd.. who during the 
last war produced the Daily Tele 
graph maps of the various battle 
fronts of which over three 
million copies were sold 


ADVERTISING 
DIARY 
Friday, 


14 
Pusurcrry 


Rooms. 6.30 p.m 
Liverroot anp 
ASSOCTATION 
on “The 
Reece's, 12.45 p.m 


uns Devetorment Com™rrree 
Manchester 
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Socrwry 
Savoy Hotel 
National ADVERTISING 
oentT Socrery annual meeting. 62 
St. Paul's Churchyard, £.C.4 
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(BARNET) LIMITED 
167 HIGH STREET - BARNET - HERTS. 
TEL: BAR. 3222 
May we put our experience at your disposal 
Specialists in Display and Design 


Actual Manufacturers of 

DISPLAY UNITS, SALES AIDS, SIGNS, 
STANDS IN ALL METALS 
INCLUDING WROUGHT IRON, 
TIN BOX MAKING. 


Displays by Morey mean increased sales 


Our Aim: Quality combined with economy | 


We have moved! 


After 30 years work, and growth, in the City, we 
zig-zag up North-West on July 15 to larger offices 
situated 2 minutes from- Baker Strect station. We 
should be glad if you would pass on this news to 
your friends .. . and ours! 


Arthur Knight Co. Lid. 


105 Baker Street, W.l (corner of York Street) 
WELbeck 9288 (3 lines) 


ADVERTISER'S WEEKLY 


CRC 


WANT A PRODUCTION EXECUTIVE 


The man we are wanting must have a 
thorough knowledge of Print and ageney 
production work. He must be capable of 
handling printing work through from the 
rough to the delivery stage. He will also 
be responsible for the flow of artwork 
working in conjunction with the designers. 
Write first please and tell us of your ex- 


perience, qualifications and salary required. 


C. R. Casson Limited, 
29, Hertford Street, W.1. 


BRITISH ENGRAVING 
will complete the Gob. 


We are the actual Manufacturers of Chemi- 
cally Engraved and Printed Nameplates in 
metal and plastics of every description—Machine 
m,, Engraving and Embossing. Bronze and Brass 
Establishment Plates. Colour 


BRITISH ENGRAVING 


& WAMEPLATE MANUFACTURING CO. (LONDON) LID. 
32 TOTTENHAM ST., LONDON W.i TEL: MUS. 2093/7 
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consult the experts 


ACME sHOWCARD & CO. LTD. 
Paragon Works, Exvield, Middx. 
Tel.: Howard 165! Est. over half a century 


102 


? 


DBDettering the 


this the bot | 
Priestleys 


SILK- SCREEN + EXHIBITION - DISPLAY 


PRIESTLEYS OF GLOUCESTER 
GLOUCESTER 2228/-2-3 
“BAR 7965-6 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 


4s VAURWALL BRIDGE ROAD 
TEL. VIC 0912.3 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

172a Plough Rd., Battersea, S.W.! 
Tel. Nos. Botterses 5300 & 4886 


POSTERS 


TICKETS SHOWCAROS & 
MAMOWRITTOM OF 


REGINA STUDIOS SIGNS A DISPLAYS) LTD 


fe we 


WILL KITCHEN JR LID 


LAT 
WS 


The pen must grow out of the artist's 
hand, tating his direction with the 
obedience of a guardsman and the grace 
of @ premiere Once @ pam 
own permnalty 


imperceptibly and be discarded reluct- 
ht hat wo be @ pen — 
every time and all the time 


JOSEPH GILLOTT AND SONS LTD., 
Victoria Wi 


forks, Birmingham 1 
London 
28 New Bridge Sweet, B.C.4 


Jury 13, 1950 


|“COME TO BRITAIN” PUBLICITY 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 


up to 80 aq. ft. in one piece 
Co. Ltd, Brownlow | 
"Phone : 2001 


(Continued from page 56) 


frequently than newspaper adver- 
tisements, and will begin with full 
pages, going on to half pages 
later. 

In Canada advertisements have 
appeared in Maclean's, Chate- 
laine, Canadian Home Journal 
and others, and there will be 
another campaign beginning in 
November. An autumn and 
winter campaign begins in Latin- 
America in November, covering 
Argentina, Uruguay, Chile, Vene- 
zuela, Colombia and Mexico. 

Advertisements are also to 
appear in newspapers in Belgium, 
France, Italy, Portugal, Holland 
and Switzerland, and in inter- 
national publications in Denmark 
and Sweden. B.T.H.A. is also 
making advertisement space 
available in its publications, 
Coming Events, Shopping in 
London, Touring Britain by 
Coach, Motoring in Britain, and 
is providing literature and posters, 
books, jig-saw puzzles and local 
information sheets. 

Copy and appeal has been 
designed to meet known demands, 
established by research, in each 
area. Thus in Latin-America 
horse shows, race meetings and 
matters of agricultural interest 
are featured; in Canada the 
appeal is simple and based on 
straight “old country” illustra- 
tions; in parts of Europe where 
the eoastline is dull and flat, the 
varied nature of the British sea- 
board is shown. 

For America the appeal is 
based mainly on tradition and 
colour, but also features the lines 
“So many signs of welcome” and 
“where no journey is far . . . and 
your dollar goes farther.” Adver- 
tisements often incorporate inn 
signs, usually associated with 
some particular activity, or with 
a retail trade; thus the Cloth- 


makers Arms is placed next to an 
illustration of Americans buying 
materials in a British clothing 


shop. 

BT. H.A. has found results 
from past advertising exception- 
ally good. Its campaign to draw 
tourists in the off-season (called 
the “thrift season”) has been so 
successful that in the first five 
months of this year 50 per cent 
more visitors came from U.S.A. 
than in the same period in 1949, 
and in some months the increase 
over last year was 66 per cent. 

Agents for B.T.H.A. are, for 
America, Cecil & Presbrey, Inc.; 
for Canada, McLaren Advertising 
Co.; for Europe, Dorland Adver- 
tising Ltd.; for Europe and South 
America. Colman, Prentis & 
Varley Ltd. 


Touring Exhibition 


In London Buses: 


Four red London double- 
decker buses, comprising a tour- 
ing exhibition, will embark on a 
4,000-mile tour of Western 
Europe to publicise the Festival 
of Britain, at the end of the 
month, They will visit Norway, 
Sweden, Denmark, Germany, 
Holland, Belgium, and France. 

Bus contents will comprise 
displays showing the British way 
of life, the principal features of 
the Festival and the Arts Festival 
of 1951. There will also be an 
information bureau staffed by a 
British Travel and Holidays As- 
sociation representative. 

The exhibition has been de- 

ned by Mr. Arthur C. Braven, 
~ = also designed the Hydro- 
Electricity section of the 1951 
Glasgow exhibition. 


Ironmongers’ Weekly has moved 
to 63 Great Portland Street, W.1. 


Legal and Gazette 


Bench Criticises 
Directory Firm 


false pretences and asked that 2 
offences should be take 
sideration 


Chief Inspector G. Jewell 


Kelly s Directory, and « 
and a — for £1 10s. 
Hughes. who had been 
ondon five days before, on 
years and orderi 
m to pay £11 costs. the magistrate 
he of 
case. it must be wrong 


on the road oly on 


— with cuttings from another directory 

< must cause a man who had two live 
on commission to be tempted use 
methods he otherwise would not use 


New Companies 


2223/5 Swand, W.C.2 


ector: K. A. Last 
antac 


advertising artists. agents and contractors. 
Nominal capital: £1.000. Directors: D. T. 
Turner Vincent, R. O. Nash and 
E Askwith 

Advance 


setters. 
Nomina! 
D 


hicit Essonia Ltd 
manager 


ACIME) ORIGINAL | 
v 4 | 
7 may not be « legitimate printing sim but | 
we are often sccused of doing it by colour | 
happy Customer. 
+i on There is something smoothly impressive | 
about well-printed version of good | 
colourtul artists’ original. 
Our centrally located Adelphi office cssures | 
adv speedy sales service to City customers. 
a te SHOWCARDS %& SIGNS DISPLAY 
STANDS IN METAL, WOOD AND 
eS ) | — 
q LUNE 
| 
‘aa 
4 é 
i 
| | 
FY: 
red 
by 
Appointment 
_ King George V 
ag 3 
prietors, primers, publishers Nomina! 
capital: £100. Directors: J. Burder and 
R_ B. Gardner 
House, Old Broad Street, E.C.2, Publicity 
basis was criticised by magistrates at R Bence 
‘en Paignton last week when Hugh Derrick Bros. 173 High 
¥ Hughes pleaded guilty to five charges of ! os. : treet, 
Waltham Cross. Herts. Printers, engravers, 
that rcial, general and 
Hughes, wh presented Crane, Crane 
and Company Lid, of London, pub- 
ty lishers of the London and Provincial 
Directory had wrongly given local 
On sale n waders | snderstand that he represented ral printers and publishers 
capi £1,000 Directors 
VICTORIA ST., BOLTON | 
Tel. 4742 (2 lines) an Press 
Ne capital: £4,000. Dirco- 
| Chancery 8752/3 tors Atterbury, Mrs. A. S. Atterbury 
and T. A. Neve. 
ak comes anion ‘ ape = companies recently registered are 
cprecated th ’ on from the Dally Register sempiied 
= 
| A TOTYPE x | by Jordan and Sens, Company 
| Londen, W.0.2.) 
| 
vs wp | CIANT ENLARGEMENTS 
we ATIVES WILL The | 


Jury 13, 1950 


(NEWS) 
OPSA DATA 


Production Managers 
please note :— 

IRAQ TIMES. 

On It January, 1951, due to 
the installation of new plant, 
the format of “The Iraq 
Times *’ will be changed to : 
No. of pages 8—I2 


{ Cols. to page 5. 
Depth of col. 15” 

EWidth of col. 133° (49mm.) 
Mats can be accepted. Rates 
remain unchanged at FRONT 
PAGE 8/- and other pages 6/- 
per s/c inch. 


All Particulars on Middle East Press from 
GEORGE YOUNG 
PUBLICITY & SERVICE AGENCY ['° 
St London. EC4 Cen 5494467870 


Dignified and advertising 
novelties for every industry. 


WAilett, Levens (Engravers) Ltd. 


47 Whadcoat St., London, N.4 
ARChway 4878/9 


-Clearly readable 
PH OTOSTAT 


Send trial order now to : 


DOCUSTAT 
21, 14? Fleet Sereet, 
Telephone: CiTy 5225 


“FINELINE” 


DRAWING BOARDS 


“Fineline™ Drawing Boards 
have been established and sup- 
for the past 20 solely 
Messrs. WV. J. SAVILLE & CO. 
LTD, who wish it to be known 
that anyone else aa 
under this name will 
ceeded against for infringement. 


ACCOMMODATION 


STUDIO ACCOMMODATION 


Newly 
Kingsway area. Maximum 
£189 per annum, 


im 


rent 


Box 147 Ad. Weekly 180 Fleet St BC4 


PRINTERS 
LETTERPRESS, OFFSET, GRAV- 


oreign Printing 
Lad., 122 Wardour Street, London, W.1. 


TWO GESTETNER 
working machines 


A abel, 


Ne 
. Phone CUN. 2384. 
BLISHER has printing plant ‘ 
press) for sale. Ti 


Box 76 Ad. Weekly 180 Fleet St BC4 


QUAD DEMY Two Rev. 
machine for sale. TUL. 7295. 


SPECIAL ANNOUNCEMENT 


Advertising Services 
Supplies Section Aug. 3 will 
be next issue containing 
these services. 


SALES AND WANTS | 


ADVERTISER'S WEEKLY 


| CLASSIFIED ADVERTISEMENTS 


(Continaed frem page af cover) 


APPOINTMENTS VACANT 


Box 14! Ad Weekly 180 Finer St 
Good for 
Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


GRADUATE of London Ar School. 


desires to conunue with com- 

mercial studio of « 
Av 

Box 75 Weekly 180 Fleet St BCs 
MARKET RESEARCH, 

ator (35), travel- 

led, seeks responsible casive 

houce. 


with showcard 


APPOINTMENTS WANTED 


sideranon 
Box 122 Ad. Weekly 180 Fleet St BCs 


FREE LANCE SERVICES 


COPY/VISUALISING TEAM «m- 


done, but do not send 
mens 
114 Ad. Weekly 180 Fleet St BCA 
wanted to wark 
e 
should an general 


bon 3 Ad. W 


BEATRICE TANG 


terms, 


BUSINESS OPPORTUNITIES 


FINE COLOUR PRINTERS, Photw- 
litho-offset 


32) change = 
Manager all round experience 
Hox 180 Ad. eekly 180 Fleet St BC4 


GUNERAL —— 10 years’ studio 
weld seeks position central 
area. 

_Box 140 Ad. Weekly 180 Pleet St BCs 


Rood, 


detads to 
_ Box 144 Ad Weekly 160 Fleet St BCS 


VERSATILE PUBLICITY MAN (37). 
Wide experience layout/copy, print, 


files 
(male), with ae 
Leadon. (Retired 
make himself generally useful, 


M1, Grove | 
ti. 


Telephone: LEY 1164. 


ESTABLISHED Firm, Leeds, can 


terms to 
Box 137 Ad Weekly 180 Fleet St BCs 


PUBLISHING DEVELOPMENT 
CORPORATION (5.A.) LTD., 


. 


4 
3 
14 HOURS. SERVICE 
FoR EXPERIENCED London Space Sales- B.A.OXON, with free-lance journalistic 
Advertising Agencies man for weekly provincials and experience seeks post juniors Copy- 
: Advertising & Sales magazines. Preference given to aa and-idess Man. Willing to start ot 7: 
with good comtacts nominal salary; euperience first con- 
etc. rite stating 
save you money | 
| 
| 
| 
3 
of | | Young Lady, well educated, versatile agency wishes to meet thoraughiy ig 
| sccomplished most art forme experienced copywriter for 
hw | free lance services at peak periods. m 
Marked ability on Trade and Industrial 
accounts essential Wriee for initial * 
giving brief details of the 
TWO EXPERIENCED London Journal- 
| iets, with national Press 
| Box 143 Ad. Weekly 180 Fleet St 
| AN A PREE LANCE commercial artist can 
sations, trade federations etc., who are produce finished lettering, decorstive 
Froud of their and heen black end white Gall 
these to be more generally known. mats, etc 3 
Reply eck) Fleet & . 
he Bou 73 Ad. Weekly 180 9: BCé BOOK JACKETS iq 
ght. — — - j ne 
copywriter. Salary secondary to good 
are invited to phone Tiltenall EXPERIENCED young showcard and attention Muxiere HAM 
let for six sont YOUNG MAN, 23, secks position in Cards, Wharfedale Studios, 
week. ie, 1 or publishing. Anything 3 Kelso Road, Leeds 2. 
= TO TET. ‘Bed-sitting room, use kitchen, _Box 119 Ad. Weekly 180 Fleet St BC4 
bathroom, linen, C.H.W. Complete | PIONEERING JOBS sought by two 
bined, or individual efforts and hard 
er. | Box 115 Ad. Weekly 180 Fleet St BCA Brochures, Labels, Stationery, etc 
Box 106 Ad. Weekly 180 Fleet St EC’ | CARTOONIST recently on film work works, ‘would 
: = > contact and iduals 
SMALL ROOM (15 7 ft) to let | sho are in touch with this clase of werk. 
rict, partly furnished Pullest and speedy delivery. 
chuding lighting, heating, cleaning, — 130 100 Carillon Brees Led., Bournemouth. 
av tenant YOUNG ARTIST DESIGNER (woman) . 36835). Lendom: 147 Victoria 
Box 142 Ad. Weekly 160 Fleet St 3 years commercial art college with S.W.1 (Vic. 0068/4). 
FE To Ler, Studio, excellent light, 550 sq. pute 
inclusive. & year lease. £400 or near GENERAL Manager, London Agency Demy 
4 
ed | THE ADVERTISER hes « sound all- 
4 at round knowledge of journal publi- 
particularly make-up, costing 
tnd leterpress printing and blocks SOUTHERN AFRICA 
Via assistant to Manager in Managing Director of leading 
The above are cast nickel plated Publishing fem or advertising agency. Publiting and Advertising : 
polished paper knives, size approx. compeny. sow visting the UA 
j 6" 2/3 each. ; Production Manager with publish- and returning shorty, & pre- = 
. Price 2/ ing six high-class monthly journals. pared to discuss asy proposal of fi 
Perspex rulers, calendars, ashtrays, | London ares only. Please write for Gems of 
| | “a and African 
cauons, advertising. market 
research. industrial reports. public 
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CLASSIFIED ADVERTISEMENTS 


CARLTON ARTISTS 
LIMITED 
require 
THREE 
experienced 


GENERAL 

ARTISTS 

3 - 5 year 

contracts 

offered 
telephone or write 
Carlton House, Gt. Queen St. W.C.2 

HOL. 4041 


APPOINTMENTS VACANT 


LEADING LONDON 
ADVERTISING 
AGENCY 


er studio 
ir studio 


are moving into a bi 
and are enlarging t 
staff 


APPOINTMENTS VACANT 


LIVE AGENTS required 
WANTED 


exclusive advertis 
the Christmas t 
commission offered. A 
stance to N. Tay on 
Agency 
First-class PRESENTATION 
MAN capable of originating 


2 Letterers and Road, Winton, Bournemouth 
A LEADING AGENCY has « vacancy 
buying 
ideas and presenting them in 
fair visual roughs; to work in 


Retouchers 
for an Assistant in the spece 
conjunction with outstanding 


3 Creative 
Layout artists 

copywriter working on a variety 

of accounts. 


Good remuneration for ability 

Also required JUNIOR 
ARTIST for roughs but capable 
of some finished work. Salary 
according to experience and 
ability 

All replies in strict confidence 


Vacancies exist for : 
| General artists 


The position calls for some 
ef spece buying routine, 
d@ and eccurecy with figures and 
ility to handle detail. Future pros- 
pects of the job are bright for the right 
person and real progress is assured in 
return for conscientious work 
Box 44 Ad. Weekly 150 Fleet St BCs 


RETOUCHING ARTISTS 


required 
capable of best work only— 
Salary up to £15 per week 
according to experience and 
ability. 


THE COMMERCIAL ARTIST CO. to 
163 New Bond Street, W.! 


Five day week, superannuation 
scheme Applicants should 
write fully, stating be salary 
required and details of previous 
experience 


Box 126 
Advertiser's Weekly, 180 Fleet £.C.4 


YOUNG EXECUTIVE around 25 re- 
qe wired to handle copy and schedules 
Aust have good experience. Plenty of 
responsibility, opportunity to develop 
ideas on interesting accounts Write 
iving full details and salary to Fordham 
Advertising Lid., 34 Torrington 
Place, W.C.1 


ADVERTISING MAN, thoroughly con- 
versant with “Classifi from the 
Agency angle, required to manage large 
classified department of West End 
Agency Good knowledge of U.K 
newspapers and Professional journals 
and previous cxuperience essential 
Efficient supporting staf”. Good salary 
and permanency to right _— 
Write fullest details age, etc, to 
Box 52 Ad. Weekly 150 Fleet St BCA 


DISTRICT REPORTER for attractive 
rural area wanted. Good paragraphist, 
shorthand. Junior with three years’ 
sound experience would suit Full 
os to Managing Editor, South 

fales Argus, Newport, Mon. 


CAPABLE well cducated secretary 
required by Director of large Mar 
chester Advertising Agency 
Stating qualifications, previous 

rience, salary, age and education 
John Roe Limited, Incorporated 


Box 74 
Advertiser's Weekly, 160 Fleet St., 


ADVERTISING. Leading Agents require 

youns lady to check chargts for printer's 

locks ete. Previous experience an ad- 
& day week 

Holidays arranged. Write stating age, 

rience and salary required to secre- 

wr Greenly’s Led., 5 Chancery Lane, 


ARTISTS (Free lance) of proven ability 


are invited to cal] with selected speci- Practitioners in a 20 St 
mens any day between 10.30 and 12.30 


Ann’‘s Square, Manchester, 
td., 211 Piccadilly, ARTIST (Commercial) versatile, for 


black and white reproduction work, full 
VERY PROGRESSIVE FIRM of Toy time (no Saturdays) wanted immedi 
Manufecturers require Assistant De- 
signer; 
work 


22-26; capable of creative 

versatile in all forms of com- 
mercial art and design; must have good 
knowledge of packaging, display, 
lettering, catalogue work and reproduc- > 


INSTITUTE OF INCORPORATED 
PRACTITIONERS IN ADVERTISING Tor idea 
conditions, modern factory; canteen. 
EXAMINATIONS 


jence, salary 
for Associate Membership 


ately 
Box 106 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
ADVERTISING MANAGER 


HARRODS invite 
the position of Assistant Manager in 
their Advertising Department The 
Position. calls for a man (preferably 


Randall Lid., applications for 
Middlesex. 


Merit louse, Potters Bar, 


TECHNICAL COPYWRITER required 


The Intermediate Examination, consisting of two 
papers will te held on Tuesday, 12th December, and the 
Final Examination, consisting of three papers, on Tuesday, 
12th December, and the morning of Wednesday, 13th 
December. Candidates for the Final Examination will be 
examined viva vece on either the afternoon of Wednesday, 
I3th December, or the morning of Thursday, 14th 
December. The examinations will take place in London, 
Glasgow and Dublin, and also in Manchester and 
Birmingham if there are sufficient candidates at these 
centres 

Lectures will be given at the Institute from the middle 
of September to the middle of December, on Wednesday 
evenings for students for the Intermediate Examination, 
and on Thursday evenings for the students for the Final 
Examination. Students may use and borrow books from 
the Institute's library subject to the library's rules. 

Full particulars of 
library, and entry 


the 
forms 


lectures, examinations, and 
(which must be returned by 
13th November), may be obtained from the Education 
Officer, The Institute of Incorporated Practitioners in 
Advertising, 44, Belgrave Square, S.W.1. (Telephone 
Sloane 0494) 


by a Midlands engineering firm, 
to assist Publicity Manager in prepara- 
tion of leaflets, catalogues, and general 
write-ups for Press, covering turbines, 
transformers, electrical rotating 
machinery, switchgear, etc. Applicants 
should have Engineering technical train- 
ing and should state full qualifications, 
experience and salary required, to 

Box 48 Ad. Weekly 150 Fleet St BC4 


McCANN-ERICKSON 
ADVERTISING LTD 


REQUIRE ANOTHER 


LAYOUT 
ARTIST 


WRITE 


110 JERMYN STREET, S.W.I 


Whitehall 5411 


"Phone your Classifieds 


under 35) with good all-round adver- 
expenence including a thorough 
kaowledgc of production methods and 
routine. He should powess organming 
abilny, initiative and drive, and must 
be able t supervise ali work of the 
department. Write in the first instance 
the Staff Manager. Harrods | 
London, stating age, full de 
tails of experunce and salary required 


YOUNG MAN, age 14 20 to train for 
editorial responsibility on old ¢stab- 
lished ann’ publications. Applicant 
will be required initially to stquire 
experience in all departments of the 
work and will receive a thorough train- 
ing for the purpose in view. An aptitude 
for statistics is desirable. Write with 
full particulars, stating salary required to 

Box 100 Ad. Weekly 140 Fleet St EC4 

SILK SCREEN representative required 
by Yorkshire est Riding firm 
producing best work. Experi- 
ence, age, salary 
Box Ad Weekly 180 Fleet St 


PERSONAL ASSISTANT to PRO in 
old established manufacturers of cars 
and aero engines. 25 to 28 years of age, 
single because accommodetion in 
Midlands difficult. Involved are hard 
work, intolerant boss, no set hours, 
need for good English, and sense of 
humour, knowledge of press advertising, 
ability to drive car, liking for flying 
In all a chap of good humoured loyalty 
who likes hard work and knows how to 
get « lot of fun out of it. All others 
Feep well away—this job and this boss 
would drive you mad 
Box Ad. Weekly Pleet St EC4 


to CHA 8844 (Ex 23) 


RATES: APPOINTMENTS VACANT 3s. per tite. APPOINTMENTS WANTED 
2s. 64. per line. Display panei 30s. per mech. Al other classifications 3s. 64. per line 
Diepiny panei 463. per imch. three Mines. Hach line of average of 
24 letters, ignoring spece. Geox sumber counts as ome fine and & to be paid for. | 
fee of 94. charged for exe of Box Office, Series discounts: on 7 
oe | tsertions, on 13, 16%, om 26, 15%, om 52. All advertisements for lew than seven 
insertions MUST BE PREPAID. Address: “Advertiser's Weekly.” 180 Fleet Strect, 
Loades, E.C4. "Phone: Chawcery 8544. | 
f 
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CLASSIFIED ADVERTISEMENTS 


Erwoods 
have immediate vacancies 


for 
ARTIST 


All round experience of letter- 
ing. typography and lay-out. 


COPY WRITER 


WE WORK in close 
co-operation with many 
exacting Art Directors of 
well-known Agencies and to 
enlarge our stoff 


WE NEED 


POINTMENTS VACANT 


FASHION PHOTOGRAPHY A 
ition is available in West End 
Studio for Pirst Class 
of Talent and Individuality. This is « 
umque opportunity for the night man 
scants must have wide knowledge 
of Fashion Photography in all it phases 
Apply im first instance to 
Box 134 Ad. Weekly 150 Fleet St BCs 


A Top Class 


required. With knowledge of technical 

1. A GOOD ALL-ROUND 

ARTIST RETOUCHER IDEAS MAN 

: (Capable of working in all mediums) | typography. ERIC FIELD 

must be first class, required. | | Adverti +c h APPLY (in writing), 5 

STYLISH DESIGNER ||| | || Ov with wide | | 
ges (For Posters, Showcards, Leaflets, etc.) variety ationa su requises experienced edvertinement 


salary required to | 


if your work has just that 
to the rest 
and you would like to 
work on national accounts, 
in very pleasant company, 
please ‘phone or call 


HAWKE STUDIOS LTD. 
22 CHENIES STREET, W.C.1 
Phone MUSeum 7441-118) 


Both positions carry good 
salaries 


MURRAY STUDIO 
S Rosebery Avenue, E.C.! 
Phone: Terminus 8770 


TECHNICAL ILLUSTRATION, Artist 


wanted by large cnginecring company, 

West London, for technical work, line, 

perspectives, photo-retouching etc., for 

Spare parts, lists, manuals ctc 4 
week State age, cxpericnce, 

salary, when free 

Box 113 Ad. Weekly 180 Pleet St BC4 


A LEADING AGENCY requires « male 
ed 25 for the Pro- 
Applicants must 


of blocks and settings Send full 


ulars t& 
=x 125 Ad. Weekly 180 Pleet St EC4 
‘DY ASSISTANT to Advertising 


Manager, required by large Pharma- 
ceutical Manufacturers Good all- 
round advertising experience Salary 


£300-£400 p.a. according to abuities, 
Write full particulars to 
Box 153 Ad. Weekly 160 Pleet St BC4 


SPACE BUYER FOR MANCHESTER 


Fully qualified Agency Space Buyer 


FOR CAPE TOWN 
First Class 


FIGURE ARTIST 


Required by leading Advertis- 
ing Agency. Applications will 
be treated confidentially. Write 
to: 

Box 148 
Advertiser's Weekly, 180 Fleet St., £.C.4 


sidiary clients. The purpose of 
this man will be to provide a 
flow of new ideas for existing 
clients which will be ‘ 


representatives for certain territories in 
the British Isles. Extremely generous 
comméssion terms offered to first class 
men. Please state age, cuperience, 
tory covered etc., to Manager, “Indian 
Mercantile Guardian”, 17, Pinner 
Park Avenue, Harrow, Middlesex 


tary to and distinct from the 
ordinary day to day require- 
He will be working, 
therefore, separately from the 
existing Production Section and 
will be solely responsible to the 
Directorate. 


ments 


Applicants should write fully, in 
confidence, stating experience, 
age, salary required, and future 
expectations, to 


Box 120 
c/o Advertiser's Weekly 
180 Fleet Street, W.C.! 


FIRST-CLASS REPRESENTATIVE 
REQUIRED 

for North-east England by engineering 
export journal) Previous expervence is 
an essential qualification and applicants 
showld be prepared to reside in York. 
shire Write giving full details of 
career to 

Machinery Lioyd, 6 Cavendish Place, 

Regent London, W.! 


AMBITIOUS AGENCY 


A VACANCY occurs in Wes End 
Agence 


y for expernenced Voucher Clerk 
Geod opportunity to take contral of 
department. W a full details of 
age, experience and salary required to 
Bou 136 Ad. Weekly 150 Pieet St 
MAN of 
Advertising Representative with good 
connections desiring scope for initiative 
can get working financial interest in 
rowing recognised Merecyside Agency 
= 118 Ad. Weekly 180 St BCs 


ARTISTS 


Fus<class «reproduction artist re- 
yuired, capable of executing retouch 
ime of a Db standard im monochrome 


required. Write full details, including 
previous experence, salary, age, etc. to: 


F. JOHN ROE LIMITED, 


incorporated Practitioners in Advertis- 


can colour together wid sty lian 
Short listed appli ts will be finished lettering and line drawings 
| for variety of subjects Also firs: 
ass creative with a) 


PRODUCTION MANAGER of growing 


Agency requires competent assistant, 


interviewed within seven days 


win Adverts: | | with Knowledge of "Print and Block 
Te ordering, also some knowledge of for men. Applicavionms by letter £ 
EL Media not - ASSISTANT to Advertisement Manager treared in strict confidence 
sense of responsibility and capacity for required Age about 21/25 Crood BEARDMORE 
JUNIOR ARTIST used to oo —_ hard work essential. Write, in first | appearance and education. Excepuonal ADVERTISING LD. Wa 
$ must be wery neat worker. 5 day 40 hour instance, givir full particulars of | opportunity Salary and commusion Soho Hill Birmingham 
week and pleasant conditions. Adapt experience me present salary to | Index Timetables, 60, Victoria Street, 2s, i add | . 
Service osebery Av., E.C.1, Phone Production Manager, Applied Designs London, 5.W.1 ¥ 
TERminus 5770 Co., Lid., 22 Boswell W.C.2 ALL-ROUND Commercial Artist re- 
by Printers near London B 
| on Showcard designing, etc. Write 
giving particulars, previous experience, 
AEROGRAPH ARTIST 


EXHIBITION AND A WELL-KNOWN 


etc 
Box 155 Ad. Weekly 150 Pleet St PCA 
| MEDICAL WRITERS required by 


One of London's largest Studios 


DISPLAY MANAGER 


Required by one of the leading persodical 
and magazine publishing houses. He will 
be responsible for the Company's 
Exhibition programme and ali window 


offers position to retouching artist 
of ability interesting work in 
colour, and black and white. Photo- 
Litho and Letterpress reproduction. 
The work requires a craftsman with 


PUBLISHING HOUSE 


are seeking a Director of Advertising, 
qualified by experience, ability and 
personality, to direct and control the 
advertisement side of a varied group of 


pharmaceutical manufacturers market- 
ing ethical medical specialities through- 
out the world. Applicants must have 
imitiative and the ability to visualise 
medical problems These appointments 
are permanent and offer good prospects 
in an expanding business; pension 
scheme. Apply in writing giving details 


and other display material for the well developed artistic feeling and technical and national magazines. He i of age, education euperionce to 
| Box 474 ¢ o Potter's, Aldwych House, 

the experience to colour and re- will be solely responsible to the | | Aldwych, Lendon, wce2 

2 

Previous experience in the publishing touch photographs and drawings | | Managing Director for the efficient | 

field, though not essential, will be of figure work as weil as mechanical operation of the advertisement depert- 
| ment and the respective managers, for 
. “~ whom he must be able to lead the way 
in negotiating business at highest level 


promotion of sales. 


considered an advantage. Salary will be GEE ADVERTISING LTO 
Welford Road and Carhon Street 
Leicemter, requife live young man to 
with agencies and manufacturers. Four- | | take contrat of ther Photography 
figure salary, over-riding commission Department. Exsentials are fire: class 

and allowances photographer for publicity purposes 
| plus practical dark room capericnee 


in accordance with qualifications manent and remuneration com- 


Letters giving full details of age mensurate with the position. Mf you 


are interested and feel you have 
the qualifications please write or | 
ring for appointment to 


education, qualifications and previous 


experience should be sent to 


Box 138 


‘ | copy 
Advertiser's Weekly, 180 Fleet St., €.C.4 Write fully in confidence to super routine 
PULFORD PUBLICITY LIMITED cued to the of 

All applications will be treated in strict Bex 12! ' 


cant spectmem (which wil 
Telephone REGent 1084/5 


ence, salary required. 


confidence 


’ Phone 


your Classifieds to CHA 8844 (Ex 23) 
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ADVERFISERS WEEALT 


Advertiser's 


Weekly 


CORONA have ‘used 
Younger Budget Films 


Starting in the middle twenties with three Younger cinemas, Thomas & Evans 
Limited, the manufacturers of the famous ‘Corona’ range of Family Drinks 
and Squashes, are now using hundreds of Younger cinemas every week in this, 
the 25th, year of the Younger screen service. 


POSITIVE PROOF OF PULLING POWER 


— 


To see the latest Younger Budget films write or phone A. H. Mclsaac. 
YOUNGER PUBLICITY SERVICE LIMITED 
28 ALBEMARLE STREET + LONDON W.I + TEL: 


REGent 6593 


D. acopy 
40/- a year 
Post free 


(45/- overseas) 


STOP PRESS 


“WOMAN'S FRIEND” 
TO MERGE WITH 
“GLAMOUR” 


mour” with issue oe latter dated 
August 15. “Glamour” will thus 


pene Pearson Group. 
Last rate issue 


still 
tates “Lucky Star” continuing 
weekly publication 
will resumed immediately 


permits. 


£122 FOR N.A.B.S. 


Birmingham Publicity Asso- 
ciation have sent cheque for 
£122 to National —— 
Benevolent Society, as result 
Hurling Match organised at 


ing. She is now working under 
her own name at 5 
House, Red Lion Square, W.C.1. 
HERRING PUBLICITY 
DRIVE PLANNED 


Herring Industry Board pre- 
paring re revival of pre-war pub- 
icit save chairman Sir 


dollar areas, 


Similar drive planned for 
packaging and marketing ar- 
rangements. 


Published by the 
at their Great Titchfield 


Proprietors, BUSINESS PUBLICATIONS, Led, at their office at 180, Fleet Street. London, E.C.4 (Phone: Chancery 6844.) 
3, 1950. Princed in England by Staples Press Limited Sereet, London, 


REGISTERED 
T GP.O. AS A 
NEWSPAPER 
“a 4 ing production costs have led 
= a helps with paper _ shortages 
J oman's Friend” will be dated 
| 
_ Joy Roberts has relinquished 
directorship Personal Presenta- 
f tions which has ceased function- a 
| Campaign will form part of e 
designed to revive 
errings as part of national 
iif diet, will open in Bristol and “he 
4 


